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700,000 HOOSIERS 


READ THE STAR LEAGUE NEWSPAPERS 


Nearly 27 per cent. of the occupied homes in the State of 
Indiana receive a copy of the INDIANAPOLIS, MUNCIE OR TERRE 
HAUTE STARS every day. 


The net daily average actual paid circulation of 


The Indianapolis Star for 
| di li month of March was 
n lanapo IS This is 6,850 more than the pep, circula- 


tion of its nearest competitor. THe STar’s un- 
precedented gain in LOCAL, FOREIGN and 
CLASSIFIED advertising durin a was ONE 
AND ONE.HALF PAGES A 


The average actual daily - ilchiaia of 


The Muncie Star for 
month of March was 


This is the largest mening pice in Indiana, 
with the exception of THe INDIANAPOLIS STAR. 
Muncie and suburbs has a pop ulation of 33,000 and 
is the metropolis of the Indiana Oil Belt. 


The average actual daily paid circulation of 


The Terre Haute Star for 
Terre Haute ( the month of March was 22, 185 


Terre Haute, “ the Pittsburg of the i ” is the 
second lar, rgest city in Indiana, with a population of 
60,000, and Tue Star is its leading newspaper. 
The combined yee circulation of the Indianapolis, Muncie and 
Terre Haute Stars for the month of March, 1904, was 


133,517 


Advertising conwreee are being made with the itive guarantee 
that this is in EX S of the combined PAID circulation of ALL 
OTHER seneesoot, 1 aA. and Terre Haute daily newspapers. 


STAR LEAGUE—General Offices, Star Bidg., Indianapolis, Ind. 
C. J. BILLSON, Manager Foreign Advertising, 
Tribune Bulidings, Chicago and New York. 


Muncie 
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THE EFFECT OF CUMULATIVE FORCE. 


MEDICAL BRIEF 


Largest Circulation Createst Popularity { 













An Institution with the Doctors. 
A Necessity with Medical Advertisers. 


RATES RICHT—WRITE! 


OFFICES: 
Ninth and Olive Streets 
Masonic Temple Bldg. ST. LOUIS Astor Court Building 
CHICAGO NEW YORK 


Foreign Office: Auckland House, Basinghall Ave., 
London, E. C., Eng. 




















PRINTERS’ INK. 


4 JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CL48S MATTER aT THE NEW YORK. N. Y., Post OrFice, JUNE 29, 1893, 


VoLt. XLVII. 


NEW YORK. APRIL 13, 1004. 


No. 2, 





POSITIONS IN PRINT- 
ERS’ INK. 


JN 


A year or so ago the editor of 
PrinTERS’ INK wrote a paragraph 
saying substantially that the great- 
est fallacy floating around in pub- 
lication offices was the clamor for 
special positions. As far as he 
could learn, nobody except the Chi- 
cago Daily News supported him in 
this assertion. 

The editor does not deny that 
there is a certain prestige in pre- 
ferred position which may consti- 
tute advertising per se. There is a 
certain comfort in always traveling 
first class and stopping at the high- 
est-priced hotels. 

But the position fallacy is no- 
where so acute as in PxINTERS’ 
INK, a paper in which no well-ar- 
ranged page advertisement can 
possibly be overlooked. These gen- 
eral thoughts lead the writer up 
to the history ‘of the first cover 
page of Printers’ INK during the 
last six or seven years. 

* * * 
For a_ period of six years, 


the Philadelphia Record held 
this page without interruption 
and paid Printers’ INK at the 
tates which then existed a 


total sum of $62,400. The Record 
contract expired January 14, 1903, 
and for a few weeks nobody seem- 
ed to care for the vacant lot, even 
after the rates of Printers’ INK 
had been reduced to 40 per cent of 
the price previously charged. In 
May, 1903, Mr. Geo. A. McClel- 
lan, of the Indiana Star League, a 
group of young and hustling news- 
papers, made a contract for the 
first page. the advertisement to ap- 
pear every other week during a 





whole year. This contract expires 
on May I1, 1904. 

Later in May, 1903, the Woman’s 
Magazine, of St. Louis, which has 
since achieved a wonderful success, 
also made a contract for a year for 
the off weeks. This contract ex- 
pires on June 1, 1903. 

In the autumn of 1903 Mr. S. C. 
Beckwith, in behalf of the Phila- 
delphia Press, declared himself 
prepared to make a contract for the 
Press for the term of two con- 
secutive years, otfering to pay the 
whole amount of money in ad- 
vance to secure the 10 per cent 
discount which Printers’ INK 
grants on yearly contracts that are 
wholly paid in advance. As the 
page was under contract the offer 
had to be declined. Within 
the past two or three weeks 
there have been many tentative 
applicants apparently willing to buy 
the front page for a whole year and 
pay each week the price, viz., $80 
cash per week, or $4,160 for the 
year. Among them were Mr. 
Beckwith, for the Philadelphia 
Press; Mr. Simpson, for the Phila- 
delphia Evening Bulletin; Mr. M. 
Lee Starke, for the Minneapolis 
Journal; the Medical Brief, of St. 
Louis, and still others, and all ap- 
peared so anxious for definite in- 
formation as to just when the first 
page would be open, it seemed ad- 
visable to ascertain whether the 
present occupants did or did not 
contemplate a renewal after the ex- 
piration of their contracts, for, of 
course, it would neither be fair nor 
businesslike to sell the position to 
somebody else while the present 
occupant desired to retain it. 

* * * 

On inquiry it became evident 
that PrinTERS’ INK advertising had 
paid them. Mr. McClellan, of the 
Star League, being at the office, 





No. 10 Spruce street, the case was 
presented for his decision, and he 
thereupon personally renewed his 
every other week contract for an- 
other year. 

Immediately after Mr. McClel- 
lan’s return to Indianapolis Print- 
ERS’ INK received from him the 
following telegram: 

Manager Printsers’ Ink, 10 Spruce Street, 

New York: 

Order for continuance of present contract 
until termination will come through Arnold 
Agency, Philadelphia, also renewal for another 
year, full page every issue if obtainable, other- 
wise every other issue. Is this satisfactory 
answer? G. A. McULeLian. 

This communication made it now 
necessary to communicate with the 
proprietors of the Woman’s Maga- 
gine with a view to ascertain what 
Mr. A. P. Coakley, the manager, 
proposed to do at the expiration of 
his contract on June 1, 1904. In 
response Mr. Coakley promptly 
wired as follows: 

Chas. J. Zingg, Business Manager Print- 
ers’ INK, 19 Spruce Street, New York: 
Will renew contract on same terms. 

THe Woman’s MaGazing. 


The special terms stipulated con- 
sisted of a right to a 5 per cent 
reduction from the price in con- 
sideration of sending a check in ad- 
vance payment for each issue be- 
fore the advertisement had ap- 
peared. This privilege is and has 
been always open to everybody. — 

Mr. McClellan followed up his 
telegram with the following letters: 

InDIANAPOLIs. IND., April 1, 1904. 
Business Manager Printers’ Inx, New 

York City: 

Dear ag my to your favor of 
March 30th, I enclose carbon copy of letter 
I have to-day written the Arnold Advertising 
Agency. 

I sincerely hope you will be able to let me 
have the front page every issue for one year 
from the date of expiration of present contract. 
If not, I shall have to be satisfied with the 
first page every other issue. 

Very truly yours, 
Tue Star Leacue. 
G. A. McClellan, Vice-Pres. and Treas. 
APRIL tst, 1904. 
Mr, W. L. Dotts,C.K. Arnold Advertising 

Agency, Philadelphia, Penna.: 

My Dear Mr. Dotts--I enclose copy o: 
tele; to Printers’ Inx, which is self- 
explanatory; I also enclose copy of their reply. 

Order for this business last year was placed 
through Pettingill & Company, and on 
of their failure it becomes necessary for a differ- 
ent arrangement for the unexpired term of the 
contract. Please send them an order at once 





for the front page, every other issue, until ter- 
mination of present contract, and renewal order 
for front page every issue, if obtainable, other 
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wise every other issue, for one year from date 

of termination of present contract, which will 

make in all about fourteen months, I think. 

With best personal regards, I remain, 

Very truly yours, 
Tue STar LEAGUE, 

And Mr. Coakley wrote: 

Chas. J. Zingg, Business Manager Print- 
ERs’ Ink, 10 Spruce Street, New York: 
Dear Str—Your favor of the 3oth ultimo 

reached me this morning, and I immediately 

wired you as follows: ‘* Will renew contract 
on same terms.’’ 

We will, at the expiration of our present con- 
tract, take your outside front cover page every 
other week under the same rates and condi- 
tions as the contract nowin force. That is, 
the rate to be $80 each insertion, and a dis- 
count of 5 per cent. allowed for cash with 
order, ours very truly, 

THE WomaAn’s MaGAzing. 
A. P. Coakley, Advertising Manager 
* * * 

It would appear, therefore, that 
the first cover page of PRINTERS’ 
INK is disposed of until near the 
middle of the year 1905. This was 
exactly what the business manager 
of Printers’ INK had expected 
would happen, both contractors 
having from time to time given 
).:tm personal assurance of the 
value and profitable results of 
their energetic advertising in 
PriNTERS’ INK. That the first page 
of Printers’ INK is a choice posi- 
tion there is no doubt, but the 
Little | Schoolmaster’s _ business 
manager is inclined to believe that 
it was rather the continuity, the 
well connected and the ably edited 
copy, which produced the largest 
share of the results. 

Many a page advertisement has 
appeared in Printers’ INK that 
could not possibly be productive of 
benefit to anybody; but no really 
good advertisement in its pages has 
ever failed to produce a profitable 
result. 

* * * 

In a publication like Printers’ 
INK there are no poor positions. 
PRINTERS’ INK is the most thor- 
oughly and the most attentively 
read advertising journal in the 
world. What a publisher needs is 
to concentrate his efforts upon the 
careful preparation of copy, at- 
tractive display and above all con- 
tinuous advertising. These are the 
cardinal points which make adver- 
tising in PRINTERS’ INK profitable. 
After he has contracted for a series 
of pages, half-pages, quarter-pages 
(Continued on page 6.) 
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Little Lessons in Publicity.—Lesson 30, 


| Says Mr. Zingg: 


ons 


) Well 

Editor Known 

and Authority 

Business on 

Manager Advertising 

of Value 

PRINTERS’ of 

INK Daily 
Newspapers 





“Mr. M. Lee Starke represents the following six newspapers: 


THE WASHINGTON STAR 
THE BALTIMORE NEWS 

THE INDIANAPOLIS NEWS 
THE NEWARK NEWS 

THE MONTREAL STAR and 
THE MINNEAPOLIS JOURNAL 


“ They are all evening papers, they all believe in the principle of stating 
their exact net paid circulation, and they are all members of the ‘ Roll of 
Honor,’ a list in which no amount of money could purchase a place for a 
paper which did not have the necessary qualifications. 

“All six papers are high-grade propositions for an advertiser; in fact, 
no prudent advertiser can afford to overlook that group of evening papers, 
which in my opinion is one of the mos: formidable combinations in which any 
advertiser may safely and wisely invest. This chain of publications is so 
strong in every single link—in quality and quantity—that it would be difficult 
to name six other papers that could be suggested to take their place.” 


Ml. LEE STARKE, 


Tribune Buildin Tribune Buildin 
aa. Manager General Advertising, Chicago s 
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or even one-inch ads, he should fill 
them with sense, vitality, human 
facts, let them appear in succession, 
make one or two points at a time, 
and, like a good debater, drive these 
points home good and hard. Tell 
your story of human facts in in- 
stallments, rotate them at intervals 
until the advertiser has thoroughly 
absorbed them. Never forget the 
axiom: 

The advertiser needs more reminding even 
than informing! 

That’s a fact, a great fect, which 
so many publishers. disregard. 
When you have at last learned this 
to be true, then do the reminding 
in the best advertising journal you 
know. Don’t scatter your money 
because half a dozen journals offer 
you easy terms and everything 
else, except “making good.” Look 
around you and see if there isn’t 
an advertising journal which covers 
the field thoroughly. 

A year ago the writer advocated 
the abolition of all swaps and 
trades whatsoever and suggested 
the only just and equitable trade 
basis—for cash. The proposition 
created a shock all arcund, but it 
was carried through. The rates 
were reduced and PRINTERS’ INK 
stands to-day as the best, the most 
economical advertising journal, and 
as the only one in which not a 
single solitary line of space can be 
had except for cash at the rates 
printed on the first editorial page. 

PRINTERS’ INK is recognized to- 
day and more so every day as the 
best and most economical medium 
of communication between publish- 
er and advertiser in this country. 

* * * 

After this digression the writer 
thinks best to say a word more 
about available choice positions i 
PRINTERS’ INK, as he realizes there 
are always those who insist on 
positions and are willing to pay 
for the luxury. The second page 
(first inside cover), price $60 per 
issue, is for some time contracted 
for once a month by Mr. Thomas 
Balmer. of the Butterick Trio fame. 
Dates for that page may be ar- 
ranged by writing to this office. 
The last cover page, price $80 per 
issue (same as first page), is at 
present not definitely engaged, al- 
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though Comfort, of Augusta, Me., 
uses this space about once a month 
and the Sawyer Trio, of Water- 
ville, Me., recently expressed a 
desire to secure the page for two 
issues, one in September and one in 
October. To applicants of that na- 
ture the Little Schoolmaster sug- 
gests: Fix your date, pay in ad- 
vance (less 5 per cent discount) and 
send copy—new copy can be sub- 
stituted a week in advance of pub- 
lication date. Then there are the 
so-called double -center pages, 
where PrINTERS’ INK opens in the 
middle, the space running across 
both pages. The price for these is 
$120 for one issue. An ad on 
these two pages allows a fine, strik- 
ing display, the printing of a map, 
a detailed circulation statement or 
any other important announcement 
of an important paper. These pages 
are not contracted for at present. 

The rate for a page advertise- 
ment without position is $40 for 
one insertion and in even rata for 
half and quarter pages. One inch 
display costs $3, less than one inch 
20 cents a line; 15 lines, pearl 
measure, make an inch. 

The writer strongly recommends 
this cheaper sort, as it saves money 
to the advertiser. The Printers’ 
Ink Press sets all display adver- 
tisements attractively, and ff the 
advertiser takes care in preparing 
his copy, his ad will be noticed and 
read as much as one in special 
position. 

* % x 

This may be considered proven 
from the fact that the classified 
pages of Printers’ INK, set in solid 
pearl. with no display except a 
two-line initial letter, are regarded 
by many advertisers as the most 
prolific business producers. Ad- 
vertisements in the classified col- 
umns cost ten cents a line, twenty 
dollars for a whole page, ten dol- 
lars for a half and five dollars for 
a quarter page. Of late a few 
bright men have discovered what 
a splendid display they can create 
on a page where actually no dis- 
play type is allowed, but where 
the rate is so cheap that they can 
lead and paragraph copy and sur- 
round it with white space, which 
in itself is a most forcible display. 














The classified ads of the Little 
Schoolmaster pay, and pay well, to 
the advertiser who tells in them the 
right story. Yet, when he counts 
words, poorly connects his story 
and simply succeeds in inserting a 
few lines of almost blind copy, 
what can he expect? True, an ad 
should be short and concise, but it 
must be explicit enough to convey 
to the reader’s mind clearly what 
is offered. Ten dollars pay for a 
hundred line cassified ad. Suppose 
you left half an inch blank space 
on top and bottom, you could still 
tell an important, complete mes- 
sage. Ad constructors and novelty 
dealers often run very poor copy 
in the Little Schoolmaster. They 
are too vague, too general, instead 
of giving special information of 
special services. 

The readers of PriNnTERS’ INK 
are practical business men, who like 
to know clearly what is offered. 
If they can’t get it from the ad- 
vertisement they don’t go to the 
trouble to write and find out. The 
writer’s ‘phone rings often during 
the week with the inquiry what 
specialist can you recommend for 
this or that one thing in particular. 
Thev ask for a man who is an ex- 
pert in mail order booklets, an ex- 
pert in educational or financial ad- 
writing, or a party who can write 
on mechanical subjects, and many 
others. 

He always likes to recommend 
his own advertisers, but he is so 
handicapped by the lack of infor- 
mation their ads generally convey 
that he must often name somebody 
else. Adwriters should specialize. 
Don’t advertise: “I write all kinds 
of ads, booklets, circulars, etc.” 
Name your special features where 
vou are strong. Classified adver- 
tisements in Printers’ INK pay if 
the ads are right and the adver- 
tiser can “make good.” 

Classified pages are also useful 
for publishers. A page costs twen- 
ty dollars. If a story were inserted 
right in the center of the page, 
with, say, four inches blank space 
around it, wouldn’t it make the 
most attractive display? 

At this point cons‘deration hav- 
ing been given to the oft-repeated 
suggestion that to a considerable 
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degree the practice of giving spe- 
cial positions ought to be: dis- 
couraged, it was decided that in 
and after the issue of Wednesday, 
September 7, 1904, a new scale of 
charge will be adopted for all spe- 
cial positions, viz. : 


Zo Do 4a 


Wednesday, Sept. 7, 1904. 


On account of the inconvenience 
entailed by giving special positions 
to advertisements, as weil as on 
account of the supposed peculiar 
value of special positions, it is de- 
cided that after Wednesday, Sep- 
tember 7, 1904, the charge for 
special positions in Printers’ INK 
will, if granted, be double the price 
charged for advertisements appear- 
ing without specification as to posi- 
tion. That is, a special position ad 
will cost 40 cents a line, $6 an inch, 
$40 a column, $80 a page, while one 
without any specified position will 
be accepted then as now for 20 
cents, $3, $20 and $40. 

Previous to September 7 the 
present rates will remain in force 
and contracts will be accepted till 
forbid or for any specified period; 
and the existing privilege to dis- 
continue at the advertiser’s pleas- 
ure will also remain in force; also 
the advertiser's privilege of a free 
yearly subscription for every ten 
dollars covered by his advertise- 
ment contract. The prices are flat. 
No reduction is made for large 
—_ or continued insertions. Any- 
thing appearing as reading matter 
goes in free. 

* * * 


No increased price is contemplat- 
ed for advertisements appearing 
w'thout any specification as to po- 
sition, nor for classified advertise- 
ments; advertising agents’ an- 
nouncements, announcements of 
Want Ad mediums, the charge for 
all of the three sorts last named 
remaining 10 cents a line, $10 a 
column or $20 a page. 

& * a 


The following change of rates 
has been made for the Roll of 
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Honor and becomes operative at 
once: A page costs $40 per issue, a 
half page (1 column) costs $20, a 
quarter page (4 column). costs 
$10 per issue. 

Only papers that are listed in the 
Roll of Honor can ob ain space in 
and between the pages of this de- 
partment. 

* 






* * 


It may be well to again remind 
publishers and o-hers that with 
every ten dollar order for adver- 
tising in PrinTers’ INK a paid-up 
subscription coupon for one year 
is allowed when demand for the 
coupon is made at the time the ad- 
vertising contract is made. For 
instance, if the last cover page of 
PRINTERS INK is taken for one 
year at a cost of $4,160, the adver- 
tiser would be entitled to receive 
4:6 annual subscriptions, which are 
transferable any way he sees fit. 
If these 416 subscriptions were 
donated to present and prospective 
advertisers they would have a 
great educational influence on 
young or wavering advertisers. 
Printers’ INK read by them dur- 
ing a whole year would develop a 
knowledge of what a mighty tool 
modern publicity is. It would save 
lots of talk and trouble to solici- 
tors and help them in making con- 
verts. In fact, these subscriptions 
would prove a great aid to promot- 
ing the profitableness of a contract 
for advertising in Printers’ INK. 

* * * 

Address all communications to 
CHARLES J. ZINGG, 
Business Manager and Managing 
Editor. 

Offices: No. 10 Spruce Street, 
New York City. 





CHARLES J. BILtson has acquired 
the New York and Chicago rep- 
resentation of the Dispatch, Co- 
lumbus, Ohio. 

——$<¢+9-——___—_ 

Harry Rusin has been elected 
president of the Advertisers’ As- 
sociation of Binghamton, N. Y., 
to succeed William M. McLean, 
resigned, and has appointed as 
governors Harry B. Lacey, T..W 
Russell, Wm. M. McLean, E. Fin- 
ney and H. A. Jones. 
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WITH AMPLE CAPITAL, 
THe Homer W., Hepce Company. 
Formerly with Pettingill & Company, 
Broadway. 
New York, April 2, 1904. 
Editor of Printers’ INK: 

We wish to announce the formation of The 
Homer W. Hedge Company for transaction of 
general advertising. 

All former pares of the New York 
office of Pettingill & Company will be retained 
and the customers of that office have without 
an exception decided to continue their adver- 
a | business with the new agency, which 
will have ample capital for all requirements. 

Associated with Captain Homer W. Hedge 
will be Mr. William P. Scott, Jr., A. J. 
Stocker, Thos. F. Daly, and in the near 
future probably one or two other well-known 
advertising men. The office has been secured 
at 120 Broadway, New Vork. 

Some of the well-known advertisers that 
will place their business through the new com- 
pany are: 

Equitable Life Assurance Society. 

Acker, Merrall & Condit. 

W.& A. Gilbey. 

Wing & Son (pianos). 

Union Metallic Cartridge Company. 

Remington Arms Company. 

H. C, Cook Company. 

Horton ms Company. 

Equitable Trust Company. 

Jos. P. McHugh & Company, 

Pantasote Leather Company. 

| eekly & Hutchinson 

Globe Corset Company. 

Electric Vehicle Company, 

Frank Nau Company. 

Locomobile Company. 

Association of Licensed Auto, Mfrs, 

Merrill & Baker. 

Anthony & Scovill. 

Dr. Jaeger S. W.S. Company. 

The leading periodicals and the Publishers’ 
Commercial Union of New York and Chicago 
have recognized this agen.y, and no doubt all 
other publishers will as soon as the announce- 
ment is sent out. Yours very truly, 

Tue Homer W. Hence Company. 
———-_~>> 
“OLD RELIABLE” IS DELIGHTED. 
52 Lafayette Place, 
New York, April 1, 1904. 
Dear Little Schoolmaster: 

I always read your admirable Print- 
ers’ INK with great interest, and, of 
course, was particularly pleased with 
your editorial “Money Back” in your 
March 23 issue. 

Let me tell you how much I appreciate 
this recognition of the fact that the 
American Agriculturist was the origina- 
tor and founder of the idea of guaran- 
teeing the reliability of the advertise- 
ments contained in its columns. Nearly 
sixty-five years of that policy has justly 
earned for the American Agriculturist 
the sobriquet of ‘the old reliable.” (It 
is an interesting phase of intellectuality 
to speculate on the value of the univer- 
sal use of such a term as “the old reli- 
able American Agriculturist.’’) 

While you have only done the “right 
thing” in this matter, you have done it 
so well and so disinterestedly that I 
want you to know how. much we ap- 
preciate it. Very sincerely yours, 

Hersert Myrick, 
President and Editor. 
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PRINTERS’ 








INK. 





DEPARTMENT FOR MANUFACTURERS 





AND WHOLESALERS. 
By Edmund Bartlett, 150 Nassau St., New York. 





Psychology seems to be the pop- 
ular thing in advertising just now. 

It is hailed in some quarters as 
a new and wonderful development 
in the advertising field—as a force 
which, in the next,decade, is going 
to transform out-of-date advertis- 
ing methods almost as completely 
as the theory of evolution has up- 
set antiquated systems of phil- 
osophy. 

* * 

The psychological side of adver- 
tising is an important one, no 
doubt—but carrying it to extremes 
usually results in something about 
as vague and impracticable as 
many ot the “mystical” ideas in 
other fields. 

In all good advertising simplicity 
and directness should be the key- 
note. 

Involved ideas are out of place— 
and the psychological idea of ad- 
vertising is distinctly involved and 
obscure. 

Still, if you can unconsciously 
construct your advertising on 
p--chological lines, well and good 
—but if you attempt to map out 
some “scientific” plan with the idea 
of making your advertising fit it, 
you will probably succeed only in 
straining after. effect. 

On the other hand, if you follow 
the plan which experience and 
common sense dictate, you will be 
pretty sure to find, after you have 
done it, that you have proceeded 
on strictly scientific lines. 


* * * 


The first successful advertiser, 
whether he knew it or not, was a 
psychologist—but the chances are 
that he didn’t know or didn’t care 
anything about it. 

He had a more or less well-de- 
fined idea of what he wanted to do 
and went ahead and did it. 

If he had stopped to figure out 
the exact social position of every 
reader of his ads, the mental condi- 





tion of the said reader at different 
hours of the day; if he had at- 
tempted to analyze his sympathies, 
joys and sorrows ad infinitum, he 
would surely have become side 
tracked and lost sight of the prac- 
tical business side of his proposi- 
tion. 

His advertising—crude as_ it 
must have been, judged from 
present-day standards—was_ suc- 
cessful because he knew his goods, 
and becatise he knew human na- 
ture as he daily came in contact 
with it. 

It was not discovered until the 
present generation that such ad- 
vertising methods were “psycho- 
logical.” 

* * 

The best advertising is natural 
and spontaneous. It is full of 
“human interest” without being so 
deep or so subtle that nobody can 
understand it. 

The poets who manufacture good 
poetry and the advertising men 
who plan and write good adver- 
tising, do it without any involved 
mental processes. They just have 
something to say and say it. 

Any person with the true adver- 
tising instinct in him can readily 
dig out a host of good ideas on the 
goods which he is exploiting, and if 
he can get the outline of these 
ideas down while they are clamor- 
ing for attention they will usually 
stand out with clearness and dis- 
tinctness. 

But let him hesitate and start to 
figure out the thing in all its psy- 
chological aspects and it is likely 
that he will get hopelessly mixed 
up. 
Then, if he is wise, he will re- 
solutely throw the stuff into the 
waste basket, call the stenographer, 
put his feet on the desk, speak out 
his mind without let or hindrance, 
and the chances are that he will 
get somewhere near to the heart 
cf the subject. 
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This off-hand way of dealing 
with the question may not result 
in a very finished production, but 
the wrinkles can be smoothed ovt 
afterward. 

The important thing is to bring 
out the idea clearly, and in doing 
so it will usually be found that the 
advertising has made the psycholo- 
gy instead of the psychology mak- 
ing the advertising. 

* * 7 


The plain, every-day “human in- 
terest” element in advertising will 
sell more goods than the mystical 
side of it. 

It is a safe proposition that the 
big novelists who write really great 
books don’t go in much for psy- 
chology. 

They conceive some strong men- 
tal picture and proceed to paint it 
with little thought of rules or prin- 
ciples. 

The psychological aspects of the 
case never get much consideration 
until the reviewer sharps come 
along and make their analyses and 
criticisms and tell how the thing 
was done. 

And it usually happens that the 
man who creates does not know 
as much about his own methods as 
the critic who analyzes. 

Psychological criticism is all 
right in the literary field, where it 
is intended to be merely critical 
and not creative, but to introduce 
involved psychological rules into 
ordinary every-day advertising, 
when plain common sense is the 
essential thing needed, is adding to 
the advertising man’s already too 
long list of troubles. 

It is moreover suggested that psy- 
chology in advertising works like 
psychology in literature—you are 
apt to get something on the Henry 
Tames order which nobody but the 
the specially initiated understands. 

+ * * 


I know of a man who takes great 
delight in the psychological side of 
advertising. He has an excellent 
mechanical product—the best thing 
of its kind. Its good points are al- 
most endless, but this man is so 
much concerned about figuring out 
the exact mental state of the people 
who buy his goods that he neglects 
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to talk strongly enough about the 
good mechanical features of the 
article itself. 

If he would tell about these good 
mechanical features in a plain way 
he would have a mighty interest- 
ing advertising story. 

But no; he wants the kind of 
advertising that will make Bill 
Jones down in the engine room 
think what a mighty clever adver- 
tiser he is—because, forsooth, if 
he can raise a laugh the aforesaid 
Bill will feel in such a happy state 
of mind that he will be seized with 
an irresistible desire to go right 
out and buy the article. 

“Bring the name of the brand 
before buyers” is his watchword. 
“Use grotesque or ‘clever’ iHustra- 
tions of any old thing just so long 
as the name of the brand is prom- 
inently displayed.” “Crack jokes.” 
“Make the advertising, figuratively 
speaking, go right down in the en- 
gine room and slap the man on the 
back.” 

Seriously, if you proposed to this 
man that you ilustrate a piece of 
advertising matter with a row of 
monkeys hanging by their tails 
from the limb of a tree and label 
it, “Don’t Monkey with Other 
Brands,” or, again, show Officer 
Fimnegan in the act of administer- 
ing a few love taps to the soles of 
the feet of a park bench sleeper, 
with Nora the nurse girl looking 
admiringly on, and label that ef- 
fort, “Wake up to the Advantage 
of Using So-and-So’s Brand,” he 
would say that this was the clever- 
est and most original -adver‘ising 
ever put out—something _ that 
would exactly hit the class of men 
he is trying to reach. 

As a matter of fact, the users 
of this article are not especially 
interested in this brand as a brand 
—there are half a dozen other 
brands better known—but they 
would be mightily interested in the 
superior mechanical features of the 
article if these were properly 
brought to the'r notice. 

Each one of these features is 
susceptible of special illustration 
and argument. 

By dealing with these things in 
an educative way the brand would 
be brought out  prominent'y 




















enough, and, what is more im- 
portant, perhaps, the things behind 
the brand. 

But you couldn’t get this man 
to agree with you. He prefers to 
deal with the question more “scien- 
tifically.” 

If it be urged that this is psy- 
chology misapplied, it can also be 
said that the necessity of the case 
is so plain that no psychology is 
necessary. 

+ * * 

Here is a glittering truth which 
you can paste in your trading stamp 
book: 

If you want to get as far as pos- 
sible away from a plain, practical 
treatment of an advertising propo- 
sition, deal with it “scientifically” 
rather than from the standpoint of 
every-day experience. 

The advertising man who works 
by principles rather than by plain 
common sense is allowing the 
“principles” to get the better of his 
initiative. 

If you want to hear a dull ser- 
mon go to a minister who knows 
theology through and through, in 
and out and upside down, but 
nothing of plain every-day human 
nature. 

Not long ago I listened to an 
evangelist who wanted to em- 
phasize a ringing truth. He was 
preaching a sermon on the differ- 
ence between the real and the ar- 
tificial. As an illustration he told 
how ordinary lawn grass could be 
so closely imitated as to deceive 
you or me as to its artificial nature. 

He didn’t go into an involved 
description of the chemical ele- 
ments of real and artificial grass. 
He just remarked about the close- 
ness of the imitation to the average 
human eye. “But,” he added, 
“there is an old brindle cow out in 
the pasture lot that would instantly 
spit out the counterfeit, even if 
ry fooled he. into taking a bite 
of it.’ 

Not a very refined illustration, 
perhaps, but one that hit by its 
homely forcefulness. 

* * 


All of this psychological hulla- 
baloo recalls the fable told by 
Brother Aesop about “The Ass and 
His Shadow.” 
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_vey him to a distant place. 
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A traveler hired an Ass to con- 
The 
day being intensely hot, the travel- 


‘er stopped to rest and sought shel- 


ter from the heat under the shadow 
of the Ass. But it happened that 
the owner of the animal was along, 
and the shadow wouldn’t cover 
two. The owner maintained that 
he had let the Ass only—not his 
shadow. In the dispute that fol- 
luwed the animal galloped off. 


THE PUBLIC BANQUET AS AN 
ADVERTISING MEDIUM. 
From every November to the next 
March, a succession of notable dinners 
forms a feature of national life in the 
United States which has developed an 
entirely new phase of publicity. Many 
of the most interesting discoveries and 
inventions of recent years have had their 
first announcement, or at least their de- 
finite forecast, made at various great 
dinners in the principal cities. The 
warmth of banquets certainly is com- 
municative, but there is a premeditated 
purpose in discussions and announce- 
ments at great banquets in this country. 
There is, perhaps, no other means by 
which an equal degree of publicity can 
be given toa declaration, or to a project, 
than is afforded in the after-dinner 
speech. An _ interview given to a 
newspaper, for instance, would be 
liable to -be slighted by rival news- 
apers that had not. been _ privi- 
eged to publish it at. the same 
time. The reading of a formally pre- 
pared paper at some convention or other, 
while it would be duly reported in the 
press, would not appeal to the general 
reader in that indefinable way in which 
he takes an interest in banquets. More- 
over, conventions are more ponderous 
affairs to arrange, and much less sociable 
occasions, than are dinners, and thus 
are less likely to attract the class of men 
who have something worth saying and 
the disposition to say it—Wm. R. 
Stewart, in the Cosmopolitan. 

a 








Fo! 
New York Merchants 
Big returns from the Suburban field 
await the enterprising New York mer. 
chant. For iculars of the best way 
to cover this field, send a postal to 
JAMES O'FLAHERTY 
SUBURBAN ADVERTISING SERVICE, 
22 NORTH WILLIAM ST., NEW YORK. 
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WEEKLY AD CONTEST. 


SEVENTH WEEK. 








In response to the weekly ad 
contest seventy-five advertisements 
were received in time for report in 
this issue of Printers’ INK. The 
one here reproduced was deemed 
best of all submitted. It was sent 
in by J. W. Dunegan, 1o11 Main 
street, Stevenspoint, Wis., and it 
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The ad so selected will be repro- 
duced in Printers’ INK, if possible, 
and the name of the sender, to- 
gether with the name and date of 
the paper in which it had insertion, 
will also be stated. A coupon, good 
for a year’s subscription to PRINT- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
should preferably be announce- 
ments of some retail business. 





appeared in the e Stevenspoint, Wis., 


Get him one of our Home 
Savings Banks and start a 
bank account for him. 


Add to it from time to 
time, until he is able to help 
make it grow by his own 
saving. y the time he 
grows up there'll be enuugh 
to take him through college 
or start him in business. 


If you start hius on the 
right road while young, he 
will follow it of his own ac- 
cord when older. 


Better get one of our 
Home Savings Banks today §& 
and get an account started. @ 


We Pay Interest on Time Deposits. 


FIRST NATIONAL BANK, 
STEVENS POINT, WIS. 
Established in 1883. 


U. 8. DEPOSITORY. 








Journal of November 7, 1903. 
coupon was mailed to Mr. Dune- 
gan as provided in the conditions 
which govern this contest, viz. 

Any reader may send an ad which 
he or she notices in any periodical 
for entry. Reasonable care should 
be exercised to send what seem to 
be good advertisements. Each week 
one ad will be chosen which is 
thought to be superior to every 
other submitted in the same week. 


A 


The sender must give his own 

name and date of the paper in 

which the ad had insertion. 
——_+9- 








Almost a million and no return copies. 
$3.65 per line if 500 lines are engaged. 
1450 local weeklies. There is no other 
practical method of reaching the homes 
of the country people in the New Eng- 
land, Middle and Southern States. 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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IN PHILADELPHIA 


It is estimated 
there are over 


230,000 Homes. 


THE BULLETIN’S 


circulation 
which during the month of 
March averaged 


183,837 Copies Daily 


reaches a majority of these homes. 


=~ STs. ww 
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The Bulletin’s 
circulation figures 
include only 

the copies taken 
and paid for. 


Exchanges, 

sopies used by employes, 
and all copies damaged, 
or returned as unsold, 
are omitted 

from the figures 

of the stated circulation. 


WILLIAM L. McLEAN, Publisher. 








‘In Philadelphia nearly everybody reads The Bulletin.” 
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MR. POWELL'S AD SCHOOL. 


Of George H. Powell’ s ability as 
an advertising man there is no 
question. For eighteen years he 
nas been planning and writing pub- 
licity. The whole advertising fra- 
ternity knows him. In 1890 he won 
the first prize in the first Print- 
ERS’ INK adwriting contest against 
150 competitors. That made him 
known nationally—the end in view 
when the contest was planned. 
‘through the reputation gained 
thus he was made advertising man- 
ager of Victor bicycles, and in the 
last ten years his experience in 
many fields of advertising has been 
wide—often picturesque. He is a 
past master in mail order and 
medical advertising, has designed 
type faces and ornaments, been an 
advertising counselor, a contributor 
to advertising journals, a publisher 
and a business organizer. Years 
ago George H. Powell was a 
crack checker player. That taught 
him two things—human nature and 
how to think in a straight line. 
These have since been translated 
into advertising methods. The 
horse sense he displays in analyzing 
a given proposition comes of know- 
ing people as they are—and _it can’t 
be got any other wav. 

George H. Powell is an able ad- 
vertising man. 

But can he teach advertising to 
others ? 

If he can, does he? 

That’s the point. 

Last week the editor of Print- 
ERS’ INK extended to Mr. Powell 
an invitation to demonstrate the 
worth of his correspondence course 
in adwriting. At his office in Temple 
Court, New York, Mr. Powell pro- 
duced a scrapbook containing a 
series of forty-two lessons that had 
been given to a student in Brook- 
lyn last summer. The lesson pa- 
pers were mimeographed. Accom- 
panying each were exhibit sheets 
with specimen ads necessary to il- 
lustrate the lesson. Opposite were 
the lesson papers written by the 
student. These were followed by 
the criticism of Mr. Powell, al- 
ways typewritten and signed. No 
form letter system could have re- 
placed these criticisms. The stu- 
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dent began the course April 20 and 
finished about October 1—slightly 
more than five months. The les- 
sons struck one as being most 
rigidly concentrated on the writing 
of ads. No. 1 gave very brief but 
intelligent directions for reading 
proof, with a foul proof to correct 
and a table of proofreaders’ marks 
to hang on the wall or paste in the 
student’s hat—anything to settle 
this greatly overrated detail. Ads 
of Rogers, Peet & Co. and F. M. 
Atwood, Chicago, were submitted, 
with a digest of the chatty style 
followed by these stores, the 
reasons for it, and directions to the 
student to tell which he thought 
was better and to draw up ads 
along the same lines with a view 
to improving upon them. From 
this first lesson straight through 
the course the student was kept 
busy writing aud criticizing. With 
the exception of the very last les- 
son in the course, each had its ex- 
amples. As details of tvne faces, 
borders, synonyms, engraving pro- 
cesses and the like were reached 
they were disposed off speedily 
with a specimen book or a book of 
synonyms. 

The student in this instance was 
exceptionally bright. With the 
very first lesson he saw the point, 
and the material turned in from 
that time on increased in merit. 
All his lesson papers were good 
advertisements, not only in point 
of writing, but in designs, for 
which he manifested an artistic 
bent. About half way through the 
course Mr. Powell had advised him 
to submit advertising matter to 
merchants, and in advertising com- 
petitions. During the whole course 
the student prepared ads for the 
following things: 

Retail clothing. automobile, re- 
tail shoes, retail furniture, hunters’ 
supplies, washing powder. horse- 
shoes, candy, hot air furnaces, 
cravats, laundry soap, ice, chests, 
office desks, cameras, photographic 
supplies, installment diamonds, re- 
ta'l drugs, flour. a department store 
(full page), Oriental rugs, dentist, 
harness oil, raincoats. shower yoke, 
suspenders, women’s shirtwaists. 
men’s hats, furs, golf balls, misfit 
clothing, pianos, men’s shirts, etc. 














More than sixty ads were pre- 
pared, chiefly for retail lines, and 
close attention was given to pre- 
paring advertising for a definite 
purpose—not merely for cleverness 
of design. Over one hundred ads 
are usually written by the student 
before the course is finished. Shoes 
formed the theme of a half-dozen 
ads for examples. They were 
treated from different angles, as a 
cut price sale of men’s shoes, a 
sale of nationally advertised shoes 
at regular prices, a sale of chil- 
dren's school shoes, a magazine ad 
of shoes by mail, and so on. Each 
ad in the whole course had a ra- 
tional business reason. Given a 
model from a daily paper or maga- 
zine, the student was instructed in 
its purpose and style, and told to 
wrice an original ad to fit the same 
business condition. Each model ad 
set before him was accompanied 
by another that lacked its good 
qualities by way of contrast. 

“This course aims to interest the 
student from the very first lesson,” 
said Mr. Powell. “It is as far as 
possible from the courses that are 
constructed to discourage him after 
he has paid in advance or a few in- 
stallments for tuition. I keep the 
student busy inventing, working, 
thinking. All irrelevant stuff has 
been cut out of the lessons—how 
to order cuts, the different faces of 
type, printers’ terms, sizes and 
weights of paper—a good deal of 
that isn't needed at all, and the 
necessary portion is only a detail. 
Why lecture the student on type 
styles when the specimen books 
will show him the whole thing at 
a glance? And who wants to set 
up as an authority on synonyms 
when “Roget’s Thesaurus” can be 
had in any book store? 

“And, besides, I present free a 
complete book containing over 
5,000 synonyms, together with an- 
tonyms—all so grouped and classi- 
fied that instant reference is pos- 
sible. Correspondence lessons on 
synonyms are the most foolish 
waste of time, and are valueless. 
I also furnish a concise book on 
punctuation, which quickly tells all 
that an adwriter needs to know 
about this feature. I want to make 
it plain that my correspondence 
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course is essentially one of ad- 
writing, and all mere technical sub- 
jects or adjuncts are treated by 
books and pamphlets, and these 
have nothing whatever to do with 
the correspondence course proper. 

“Indeed I prefer not to furnish 
the synonym and_ punctuation 
works until the student is practi- 
cally through the regular course. 
Concentration on the study and 
execution of live advertising is my 
great aim. 

“All the writing can be learned 
by ‘an intelligent study of actual 
advertisements. My course is based 
on live ads which are dissected for 
the student. He is shown what is 
good and what is bad, then told to 
write an ad, which is also criti- 
cized. It took me months to col- 
lect from daily papers and maga- 
zines the specimen ads that best 
illustrated the lessons. The stu- 
dent who takes this course must 
work. Then I criticise. That’s 
what helps him. I try to make him 
as near Powell as possible. 

“You'll notice that this course 
says very little about placing or 
the different mediums. I have 
made the lessons strong by recog- 
nizing the limitations of teaching. 
I can’t teach a man business man- 
agement by mail. Laying out a 
campaign by mail is out of the 
question. There are no general 
rules. 

“T have been amused at the pre- 
tensions of certain ad schools that 
claim to teach the student business 
management, and how to spend 
fortunes in advertising. With these 
instructors it seems -to be a scheme 
to give a catalogue array of adver- 
tising divisions for the purpose of 
unduly influencing the prospective 
student. 

“T have no hesitancy in saying 
that a year’s reading of Printers’ 
INK will give the advertising writer 
one hundred times more real in- 
formation on miscellaneous adver- 
tising topics than all the corre- 
spondence courses just referred to 
possibly can. 

“In addition to my regular ad- 
vertising course I also give the 
student the benefit of my experi- 
ence by criticising and advising 
about any given line of advertising 
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he or she may be interested in. 
For example, one student is in the 
silverware business and desires to 
go into the mail order branch. My 
advice will save him foolish ex- 
penditures, and give him at least 
a fighting chance of winning. But 
how absurd to claim that set les- 
sons will cover the entire field of 
advertising management ! 

“If one of my students asks for 
advice I'll give him the best I 
know, but that advice may not fit 
the next man. I teach men how to 
write ads—and that’s why I have 
ten times as many successful men 
in the field as any other instruc- 
tor.” 

Mr. Powell was asked what be- 
came of all the students of adver- 
tising schools. Presuming that 
one-half of those who finished 
courses were competent to write 
advertising, would not all the 
places soon be filled? 

“Well, speaking for my own 
course, I can say that as fast as one 
of my students has proved his fit- 
ness to write good advertising he 
has usually got into a good paying 
position, either as an independent 
adwriter or on salary. Even ad- 
vertising men do not suspect the 
number of people who are making 
money as adwriters in this country 
to-day—the hundreds of little 
places that are filled at salaries 
running between $1,200 and $3.000 
a year. There will be many more 
of them as advertising increases, 
and there is always the vast mass 
of mediocre advertising to be re- 
modeled and improved by the man 
who is able. But fully one-half 
of my students are business men— 
retail merchants and others who 
study simply to improve their ad- 
vertising. This is a side of the 
adwriting schoo! that has received 
little publicity. But it is one of the 
most useful and logical sides, and 
I mean to develop it further. 
When a business man begins the 
course I send for his own printed 
matter. This is criticised and 
sometimes made part of the les- 
sons. We have dozens upon dozens 
of letters here from business men 
in which they tell of the benefit the 
course has done them. In one of 
my recent magazine ads appears 
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the letter of Robert H.. Williams, 
who is a partner in a general store 
at Lone Tree, Iowa. He and his 
partners went there strangers and 
barely got through their first two 
years. Mr. Williams then took 
my course, and has since succeeded 
in making his store the best known 
in his locality. Merchants and 
business men frequently pay the 
tuition of a bright clerk so that he 
can take care of their advertising. 
A good many clerks who are work- 
ing at the counter have taken in- 
structions, and make ten or fifteen 
dollars extra a week writing the 
store’s ads. 

“But there is a demand for com- 
petent adwriters. I urge students 
to work and qualify for positions. 
They are given to understand that 
success depends upon themselves. 
I can teach principles, but I can’t 
supply energy or ambition. I have 
never undertaken to guarantee po- 
s'tions for students, though I am 
able to place many. One feature of 
my course is the absence of the 
gilt diploma. I give nothing of that 
sort, but if a man has qualified I 
give him a personal letter. Nor 
do I furnish form letters for the 
student to use in criticising the 
advertising of people he wants to 
work for. What I do is fill the 
student so full of advertising prin- 
ciples and ideas that he will need 
no directions as to making good 
after he graduates. Some women 
who finish the course set up as in- 
dependent adwriters. Miss Ruth 
E. Gould, who designed the 
Pearline ‘Katydid’ car card, one of 
my students, is an advertising 
writer at 33 Union Square, New 
York. Women make good stu- 
dents. 

“Miss Gould comp!eted her study 
with me last fall, and in November 
opened her offices, where she now 
employs many assistants, including 
four artists, to develop her ideas. 
Mr. H. D. Barto, of the Barto 
Agency, Philadelphia, Pa., who 
graduated about two years ago, 
now plans and manages about a 
quarter of a million of dollars in 
appropriations annually. 

“A certain percentage of stu- 
dents who begin the course give it 
up after a few lessons through lack 
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of ambition. But you'll find that a 
good many young fellows get tired 
of Yale and Harvard, too. I don't 
undertake to teach a man whose 
first letter shows that he hasn’t the 
necessary brightness and education. 
In the first months of teaching I 
had several dull students who 
simply couldn’t see through any- 
thing, so we’ve taken measures to 
cut them off when they appear in 
the inquiries.” 

“Is it possible to give as thor- 
ough instruction by mail as in per- 
son?” Mr. Powell was asked. 

“Why, mail instruction is the 
simplest!” he replied. “It stands 
to ieason that the student will 
comprehend written lessons better 
than spoken ones, for they are 
there before him, while he has to 
depend on memory for the others. 
I have given lessons personally, and 
the student had to go home and 
prepare the exercises. Then, by 
mail, there are no words wasted— 
no talk about the weather—as in 
the most direct business conversa- 
tion. Teaching by mail is the 
natural way.” 

Mr. Powell’s course for business 
men sometimes differs from that 
given students who desire an all- 
around knowledge of advertising 
writing. The retail grocer, for ex- 
ample, is instructed in such a way 
that his lesson papers to a con- 
siderable extent are ads for his own 
business. The business-man stu- 
dent develops originality and ver- 
satility much quicker, however, by 
not confining his entire study to 
one branch of trade. 

All instruction has been divided 
into four general branches of ad- 
writing—typographical, illustration, 
writing and the business proposi- 
tion of the thing to be advertised. 
Mr. Powell makes the fine distinc- 
tion that he teaches adwriting in 
the main, and not those other 
branches of advertising which the 
student must and can learn him- 
self by experience and contact with 
ever-varying conditions. He puts 
the student on a foundation where 
he can help himself, and all good 
advertising men are students to the 
end of their careers. 

His course is certainly practical, 
free from pedantry or mere theory, 
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honestly administered as to the 
criticism, and honestly offered for 
what it is worth to the man who 
can profit by it—not as a gold brick 
swindle. Jas. H. Coi.ins. 


+--+ 


LOW a og! RUMBLINGS 
FROM MR. BULL. 

The misconception that still exists in 
the minds of some people that the Am- 
ericans advertise better than any otier 
race in the world is being gradualiy 
eradicated by the greatly improved meth- 
ods pursued in our own country. We 
have never taken sides with those per- 
sons who trample down and disparage 
everything British, and lift up and 
worship everything American; nor do 
we consider it very creditable to per- 
sons in our country who accept Ameri- 
can ideas wholesale. Unfortunately, it 
is only too true that some Britishers are 
anything but loyal to the land which 
gave them birth, never losing opportuni- 
ty to “run down” British methods, and 
British advertising particularly. But 
we are sot so black as we are painted. 
We admire the true Britisher who sticks 
unflinchingly to his convictions, and 
does not allow his ideas to be warped 
by American ways, nor become Ameri- 
canized by American influence. There 
is plenty of pluck and originality left in 
the old dog yet, and we are sorry for 
those who have to infuse American 
methods wholesale in order to hold their 
own in this country.—Advertisers’ Re- 
view, London. 
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1903 A RECORD YEAR 


FOR THE 


Chicago Recerd-Herald 


mo. I Chicago morning news- 
e advertising published in 
ro ean compared with 1902 shows 
THE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
ummns gg lines. 

This, notwithstanding THE REC~ 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REc- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 : Sunday, 191,317; 
. Daily, 154,218. 
The largest two-cent circulation in 


the United States, morning or even- 
ing. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 33 UNION SQUARE,N.Y. 
READERS OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 





Advertising is responsibie for a California, bathing in Florida and 
great deal of unhappiness. a hot time in Bermuda. 

All through a long and severe Now that summer is coming on 
winter those of us who have to those of us who have to work will 
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work have been seriously annoyed be compelled to see, if not to read, 
by beautiful advertisements depict- the tempting advertisements in 
ing the glories of June weather in which our railroad friends portray 


| 
| 
| 
| 








the delights of summer resorts by 
sea and in the mountains. 

This advertisement of the Min- 
neapolis & St. Louis Railroad Com- 
pany, marked as No. 1, is not par- 
ticularly seasonable just now, nor 
was it attractive at any time. Con- 
sidered as a drawing, there is 
nothing much to say in favor of it, 
and considered as display, it is 
certainly very weak. 

The man at the top with the 
freezing ears looks happier than 
the man at the bottom who is sup- 
posed to be picking oranges, and 
the flatness of the whole adver- 
tisement is obvious. 

The illustration marked No.2 has 
some contrast and snap about it, 
and not only tells the story better, 
but is much more likely to be seen 
and appreciated. 

* * * 

The advance guard of the rail- 
way and summer resort advertise- 
ments for this season does not 
show up as particularly startling. 

The Colorado advertisement of 
the Burlington Route, reproduced 
here, is the best one seen so far. 





Colorado— 


a= That's the tide of « handsome new book book of ae 


pages, beautifully printed, bound ud illustrated; 
‘tures of Colorado's matchless valleys, 
es and forests, 
‘The book is written in # most delightful vein ond gives 
tain world whose colossa! 


It is not s guide book but contsins a few paragraphs 
about the best way to reach Colorado fron: everywhere east 
and southeast via Chicago or St. Louis (Louisiana Purchase 
Exposition) and the Burlington Route, with its A areas 
equipped one-night-on-the-road fast expres trains. 


wre "om hase Setres, CH) CROD. 
ast 
meee. 


The reproduction cannot do the 
advertisement justice. It occupied 























a full page in the April magazines, 
and the picture of Pike’s Peak 
from the Garden of the Gods was 
excellent. 


The lay-out and general 
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appearance of the advertisement 
was good—as the Burlington ad- 
vertisements almost invariably are. 

The quarter page advertisement 
of the Royal Muskoka Hotel, 
shown here, appeared in McClure’s, 








per Pass and ThtAgt 
Reitway System or’ 
Montreal. Canada 





Nawigation Co, 


Muskoka 
Toronto. Canada. 





and looked rather sad. There was 
a great deal of it, but nothing that 
stood out or appealed to’ the eye. 

Outing for April has a Royal 
Muskoka advertisement occupying 
a half page, which is a thing of 
beauty and extremely inviting—all 
of which goes to show that it is 
better to take a half page and get 
a handsome advertisement than it 
is to take a quarter page and get 
lost. Perhaps some of the beauty 
of the Outing advertisement is due 
to the fact that the excellent paper 
used shows the haif-tone to its best 
advantage. 

This quarter page advertisement 
ot the Queen and Crescent Route 
made a fairly good appearance, al- 
though there is a little too much 
black in it for an advertisement of 
this kind. The lonely palm suffers 
from the surrounding blackness, 
and it would have been better to 
leave it out, or else give it a bet- 
ter chance. 

The Lackawanna road is one of 
the early advertisers, and, as usual, 
uses full pages showing well exe- 
cuted half-tones of people who 
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seem to be really enjoying them- 
selves, while the M., K. & T. Rail- 
way contents itself with quarter 
pages which unsuccessfully attempt 
to show a comprehensive slice of 
the World’s Fair grounds at St. 
Louis. « * * 

Transportation and summer re- 
sort advertisements are always in- 
teresting, and, like other things, if 
worth doing at all, are worth doing 
well. 

As a rule, a quarter magazine 
page advertisement for a railroad 
is too small—provided it is illus- 
trated at all. 

The New York Central uses 
quarter-page type advertisements, 
which are always distinctive and 
readable, but when you attempt to 


» 


a QUEENA CRESCENT 
aa 

aS 

7 


On and after Jandary 11, 1904 
Solid Puliman Train from Cincinnati 


Florida 
Gclid Train, Cincinnati to Jacksonville 
Also Pullman Service between 


Azer ADVOLTMH 





NEW ORLEANS 


show scenery, or anything of that 
sort, in a quarter page, you are not 
very likely to tempt people in your 
direction. 

The problem of attracting the 
tourist and the man on vacation 
pleasure bent is a serious one, and 
one in which it is a very easy mat- 
ter to waste money. 

As a general thing, people about 
to take a pleasure trip will wade 
tnrough several cubic yards of ad- 
vertising matter before they decide 
where to go. 

Competition is fierce, and there 
isn’t time for a long campaign of 
education. 











NOTES. 

ALTHOUGH the moon changes con- 
stantly, it is always the same good, 
serviceable moon—moon ads ougkt to be 
good ones. 


The young man who devotes his best 
years to sowing wild oats, will find the 
yield unsuitable for advertising as a 
breakfast food. 


The man who starts out to make a 
business of killing two birds with one 
stone generally comes back with an 
empty bag. 


THE annual price-list of fancy poul- 
try and small fruits issued by Wick 
Hathaway, Madison, Ohio, is conspicuous 
for its horse-sensible remarks on in- 
tensive agriculture. 


A FOLDER from the Evening News, 
Saginaw, Mich., gives details about the 
distribution of its three daily editions— 
the noon, afternoon and rural, which go 
to different classes of readers. 


A sMALL booklet from the Nazareth 
Waist Co., 52 Leonard street, New 
York, shows specimens of newspaper 
ads for retailers. Return cards and 
coupons make it easy for the retailer to 
order the electrotypes. 


“How to Reach Retail Grocers” is a 
booklet from the Interstate Grocer, St. 
Louis, devoted chiefly to telling how 
this weekly is edited and managed. Let- 
ters from readers are printed to indi- 
cate advertising value. 


A ForceFUL booklet from the Pilcher 
Lead Company, Joplin, Mo., gives details 
of tests made with this firm’s white lead 
in competition with other brands made 
by an older process. Another booklet 
describes the Pilcher method of making 
sublimed white lead, contrasting it with 
the corrosion process. 


Uncrie Sam had occasion last summer 
to place the largest orders on record for 
roofing paper—sixty-five square acres— 
and after tests the contract was awarded 
to the H. W. Johns-Manville Co., New 
York. A recent folder from this firm 
uses the facts in the case to good adver- 
tising purpose. 


A packet of excellent literature from 
the Republican Printing Co., Elyria, 
Ohio, contains booklets and catalogues 
for the Berg Automobile Co., Cleveland, 
Federal Mfg. Co., Indianapolis; Troxel 
Mfg. Co., Elyria, and the Western Au- 
tomatic Machine Screw Co., Elyria. The 
work is tasteful, serviceable and at- 
tractive. 


No matter what your business is, it 
has a feature that is different and more 
strongly marked than any other feature 
of your business or the same feature of 
any other man’s business. It’s the thing 
that attracts the eye and by which peo- 
ple distinguish your particular method 
or merchandise from your neighbors’. 
This distinguishing feature ought to be 
brought out promincntly in all your ad- 
vertising. 
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Man Wanted 





too clever. 


chores. 


I want aman. Workable and not 
To assist in the prepar- 
ation of advertising copy and to do 
The salary will be cut down 
from $7,500 to a point where a new 
employee studying a new job will 
not feel the least embarrassed. 
mediate employment. 


Im- 


la 








1323 Walnut Street, Philadelphia. 











WHERE THE MODERN PRESS 
AGENT BEGAN. 


From 1816 to 1827 publishers had no 
other means of announcing their publi- 
cations than by articles inserted in the 
body of the newspapers. Certain 
French publishers, to escape the tyran- 
ny of the papers, invented posters with 
which they caught the fancy of Paris, 
displaying fanciful figures, strange 
schemes of color, vignettes and, at a 
later period, lithographs, which made 
the poster a poem to the eye and a de- 
ception and snare to the purses of book- 
lovers. This form of announcement was 
at first confined to shop windows and 
stalls on the boulevards, but eventually 
overran France. It suffered a setback 
by the invention of the newspaper ad- 
vertisement, yet the poster will always 
endure, especially since the method of 
painting them on blank walls was in- 
vented. The newspaper advertisement, 
accessible to all who can pay for it, has 
converted the fourth page of our news- 
papers into a source of national revenue. 
Before the advent of the paid advertise- 
ment the newspapers of Paris had the 
right of life and death over the under- 
takings of book publishers. A notice of 
only a few lines calling attention to a 


book, inserted among the Paris news 
items, brought a tremendously high 
price. Intriguing was carried to such 


a point in the editorial offices, and in 
the evening in the printing offices, at the 
hour when the making up of the paper 
decided whether such and such a notice 
should be accepted or rejected, that the 





wealthy -book publishing houses all had 
a man of letters in their pay to prepare 
these brief articles in which it was es- 
sential to express many ideas in a few 
words. These obscure journalists, who 
were not paid until their articles were 
actually inserted, often remained all 
night at the newspaper printing office 
to see safely through the press the few 
lines which afterwards were called 
reclames. Sometimes they were for- 
tunate enough to have published an ar- 
ticle of considerable length. Paid ad- 
vertisements have now changed condi 
tions so that many people would put 
aside as fables the tremendous efforts, 
the bribes, the knavery, the intrigues 
which the necessity of obtaining these 
reclames suggested to publishers.—Bal- 
zac’s “Lost Illusions’ (1835). 


—_—~oor——_——_ 
NEW STORE ATTRACTION 
PORTO RICO. 


Every day, at 63 San Francisco street, 
a large crowd of people can be seen in- 
specting a new wonder in Porto Rico. 
The attraction is nothing less than a 
real full-sized plate glass window, such 
as is seen in show windows in the stores 
in the United States. It is the only one 
in Porto Rico. There are a half dozen 
glass windows in this city, mostly on 
San Francisco street, but none except 
this new one is a full-sized plate glass 
window.—San Juan News. 


IN 


a 

Tue Shaw-Shaw Advertising Agency, 
Pittsburg, sends out the first of a series 
of booklets dealing with service. 












PRINTERS’ INK. 








THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








{==> Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisements are closest 
to the hearts of the people, and are for that reason not only 
prosperous, but of a distinct profitableness to an advertiser. 


[== Publications entitled to be listed under this heading 
are charged 10 cents a line a week. Six words make a line. 


ARKANSAS. 
HE Arkansas GAZETTE, Little Rock, estab- 
lished 1819. Arkansas’ leading and most 
widely circulated newspaper. Average, 193, 
8,211 —_ 8. 

The GAZETTE carries more Want ads than all 
other Arkansas papers cumbined. Rates, Ic. a 

word. Minimum rate 2c. 


CALIFORNIA. 
Ts Tres prints more “Want” and other clas- 
sified Vyryoo a, — = = 
new: rs in Los es combined. is the 
median for the exchange of commercial intelli- 
gence throughout the w hole Southwest. 

Rate—Onk CENT A WORD FOR EACH INSERTION ; 
minimum c! 25 cents. Sworn daily average 
for year 198, 36,656 copies. Sunday circulation 
regularly exceeds 51,000 copies. 


COLORADO. 
fhe Denver Post. Sunday edition, April 3, 1904. 
contained 3,353 Want ads, a tote! of 81 1-10 
columns. The Post is the big Want medium of 
the Rocky Mountain region. The rete for Want 
advertising in the Post is five cents per line 
each insertion, seven words to the line. 


DISTRICT OF COLUMBIA. 
T= Washington, D. C., Eventnc STAR (OO) 
carries DOUBLE the number of Want Aps of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 


'PHE Atlanta JouRNsL carries three tim2s as 
many Wants as its chief competitor. 


ILLINOIS. 

T= Chicago DaILy News isthe city’s “Want 

ad” directory. It published during the year 
1903 10,781 columns of “classified” advertising, 
consisting of 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DaILy 
News office by telephone. No free Want ads are 

i e DAILY News rigidly excludes all 
objectionable advertisements. ‘‘Nearl. - 
body who reads the English language in, around 
or about Chicago rents the DaILy News,” says 
the Post Review. 


INDIANA. 


HE Marion LEADER is acknowledged the best 
result getter for classi advertisers. 
One-half cent per word each insertion. 


tte Indianapolis News in 1903 printed 125,894 
more classified advertisements than all 
other dailies of di li bined, and 
printed a total of 264.123 separate and distinct 
paid Want advertixements. 
Te Star League powangers. Indianapolis 
Star, Muncie Star and Terre Haute Star, 
are the leading Sunday “want ad” mediums in 
the State of Indiana. 

The combined circulation of these dailies is 
guaranteed to be over 130000 daily. Classified 
rate, one cent a word per insertion in any one pa- 
per, or two cents per word for all three papers. 
All cony should be mailed to STAR LEAGUE, 
Classified Advertising Department, Indianapolis, 








KENTUCKY. 
Steg Owensboro |)AILY INQUIRER Carries more 
Want ad~- every week than any other Owens- 


boro newspaper carries in any month. Eighteen 
words one week, 25c. 4 1 


MARYLAND. 


‘T°. HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium ot Baltimore 


MASSACHUSETTS, 


‘THE Brockton (Mass.) DaILy ENTERPRISE 
carries more than a solid page of ‘‘Want” 
ads—30 words 5 days, 25c. Copy mailed free. 


MINNESOTA. 


Ts Minneapolis JOURNAL carries more 
Want ads than any other daily pe r in the 

Northwest In 1903the JouRNAL’s Bale exceed: 

ed any other Mi.neapolis daily by 55 per cent. 


'(. HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 
been for many years. It is the oldest Minne- 
apolis daily and has over 80,000 subscribers, 
which is more than 20,000 each daily over and 
above any other Minneapolis daily. its evening 
edition alone has a larger circulation in Minne- 
apolis than any other evening paper. It pub- 
lishes over 80 columns of Want advertisements 
every week at full price, no free ads; price covers 
both morping and evening issues. No other Min- 
aily carries anywhere near the num- 
ber of Wanted adverti or the tin 
volume. 





MISSOURI. 
7s Joplin GLosr is the leading on in the 
Missouri-Kansas Lead and Zinc Mining dis- 
trict. Circulation over 11,000. A page of Want 
ads. Send for sample copy. 


4 te Kansas City Times (morning), The Kansas 
City Star (evening) ary all of Kansas 
poe dy ay ma a “Mt; nena STAR 
rints over eight pages of pai ants every 
Banday. The reason—because everybody in 
Kansas City reads the Trwgs and the Star. 
NEBRASKA. 
‘(HE Lincoln DatLy JovrNAL (morning), the 
DaILy News (evening). Combined circula- 
tion, 25,347, ranteed. 
papers at one cent a word. 
HE L‘ncoln Datry Stak, the best “Want Ad” 
me lium at Nebraska’s capital, Guaranteed 
circulation exceeds 12,000 daily. Kates, 1 cent 
pee word. Saturday rate, 15 words only. 
times, 15 cents, cash. DAILV STAR, Lincoln, Neb. 
NEW YORK. 
| hg New York City the STAaTs ZEITUNG (@©) 
lai 


ants appear in both 


isthe leading rman daily. carryi the 
rgest amount of Want advertisements, It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 


HE Times, oF ALBANY, New York. Better me- 
cium for wants and other classified matter 


than any other paper in Albany, and guarantees 
® eirewiation qrenber tan all other daily papers 
n city. 
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yas Fost RxPanee is the a afternoon Want 


Binrees’ 2 woh publianed weekly. The rec- 
= d leading Want ud medium for 
weak eal aplans, sean mail order articles, aavertis- 
in novelties, printing mee circulars, 
robber stamps, Office o edevicws riting, half- 
tone making, Hayy colnet which 

ap) 





is to advertisers and busi- 
ness men. fied advertisements, ten cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 


4 bhead EVENING MalIL of New York City. “Want 

Ads” in New York’s leading evening news- 
paper are read by well-to-do people. It you are 
desirous of reaching cl isses and looking for snre 
results send for rates. “Agents Wanted,” ten 
gout per line; other advertising correspondingly 
ow. 


OHIO. 
raen Dayton, O., HERALD has the callfor classi- 
fled advertisements in Dayton. it’s the 
home paper and gives results. 


pat MANSFIELD NEWS publishes daily more 
Want ads than any other 20,000 population 

newspaper; 20 words or less 3 consecutive times 

or less, Sad ; one cént per each additional word. 


TS Toledo DarLy BLADE BLADE is the recognized 

“Want” medium of Northwestern Ohio. Ex- 
copting ¢ one Cincinnati publication, it publishes 
more “want” advertisements than any other 
newspaper in Ohio. 


HE News’ price for want advertising is twice 
an of any other paper in Ry. and it 
carries oi, r cent more than its nearest com- 
petitor. ring the ne 1903 it gained 33 per 
cent over 1902, and carried 5.954 more wants than 
its nearest competitor. 


cgay LVANIA. 
T= Chester, Pa., TimEs carries from two to 
five times gt classified ads than any 
other paper. 
4 New JOHNSTOWN DEMOCRaT carries five times 
as much classified advertising as any other 
paper. Five lines or less, 


en gy ye -- The Eve BULLETIN. 
you have not received the right returns 
from ycur Want atvertsing in kr yy 
try the BULLETIN. LLETIN Want s pay. 
because in Philadelphia Nearly Brery® rd 
Reads the BULLETIN. The BULLETIN has 
many thousands. the largest city a. RA 
of any Philadelphia newspaper, and goes daily 
into more Philadelphia homes than any other 
medium The BULLETIN will not print in its 
ciassified columns advertisements thatare mis- 
leading or of a doubtful nature; nor those 
that carry stamp or coin clauses. nor those 
that do not offer legitimate employment. 


. RHODE ISLAND. 
GLANCE at the ‘Want” of the Provi- 
dence, R. I., DarLy News will convince an. 
reader that it stands second to none in Provi- 
dence {28 & “Want” ad medium. We make a 





i of this b One cent a word first 
time, a ‘cent subsequent tineortions. 
TEXAS- 


ORT Worth SuNDAY Tarmenaw—-4600 paid. 
” — lcenta word. Asure puller. Test 
solic 


rP.EXAS STOCKMAN JOURNAI. Fort Worth—Only 
exclusive stock paper in Texas. Circula- 
tion 12,000. Wants, 1 centa word, 


VIRGINIA, 
HE News oy published every afternoon 
except Sunday, Richmond, Va. 

ciroulation by long odds (27,414 aver. l year) and 
the recognized want advertisement medium in 
Virginia. Classified advts.,one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display 


CANADA. 
HE Montreal DatLy STAR carries more Want 
advertisements than all other ‘Montreal 
dailies combinea. The F.imrLy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 
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FR Toronto DAILY STAR is nece sary to any 
advertiser who wants to cover the Toronto 
field. It is the paper of the present and the fut- 
ure, Sworn daily average circulati.n, 30,128. 


HE Winnipeg FREE Press c rries more 
“Want” advertisements teen any other 
dail ponee in Canad and more ad, ertisements 
of nature thun are contained in all the other 
dail gion published in the Canadian North- 
= eg Beceover, the o ruses PRESS — 0s 
es a er volume 07 
than any other daily paper i1 paper ith the Dominion. 
VENING TELEGRAM, To Toronto, Canada, car- 
ries more classified advertisi: g than any 
other paper in Canada. It carries f om three to 
seven . On gg March 12th, ut 
carri 5 classified ads. Adve) rtising rates are 
pened le and invariable; its e pulling™ power 
remarkable. Completely covers Toronto and 
suburbs, represeuting white persons 
Average for ebruary, 31,392; all paid circulation. 
te 


A “SLIGHT REDUCTION” SUG- 
GESTED. 


It is a fact that the general reader 
takes kindly to the small paper. It is 
so much handier to read in the crowded 
cars, where a large proportion of news- 
paper reading is done, and, since thcre 
1s always more than enough in a news- 
paper, it is not likely that the public 
would object to cutting down the size of 
the pages. Of course, it would not do to 
go to the extreme and say that the 
tabloid form was the thing, but it does 
seem there is good reason for a slight 
reduction.—Edi.or and Publisher. 


a. . 
A POSTMASTER bo MAKES 
THINGS EAS 
It appears from od "New York 


Herald that the postmaster at Plainfield, 
Ill., who has four rural delivery routes 
under his charge, is making remarkably 
easy the purchase of supplies in the 
Chicago stores. A dweiler along any of 
the routes calls up the Plainfield post 
office on the telephone and asks that a 
money-order for a stated amount be sent 
him. The letter carrier delivers the 
order, collecting the amount, plus the 
usual fee. On his return to the post 
office the carrier mails the letter con- 
taining the order and within two days 

delivers the package of merchandise. In 
this way the consumer saves the time 
and trouble of going to the local stores, 
and the sale which should have gone to 
the nearby merchant is switched off to 
Chicago. That the local storekeeper has 
just ground to complain of this form of 
enterprise we do not believe. The post- 
master is in business, like every one 
else. He has just as much right to send 
a money order when called upon by tele- 
phone to do so as he has to supply it 
when the purchaser appears at the win- 
dow. The only remedy in the hands of 
the local retailer is to furnish bet- 
ter service than the Chicago depart- 
ment store. He has the same postal 
facilities aud some special advantages 
due to location. He could, for instance, 
make more _ prompt delivery. y 
should not the country resident call up 
the storekeeper in Plainfield and give 
him the order, instead of incurring the 
trouble and delay involved in sending 
it to Chicago? Is not the loss of this 
business by the local merchant attribut- 
able, to some extent at least, to lack of 
advertising and other energetic meas- 


ures?—Dry Goods Economist, 
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(A Roll 


of Honor } 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 1903 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated, or 


have supplied a similar statement for the 1904 issue of the Direc’ 


vision and to 
characterized by 


rectory, now undergoing re- 


— in April, 1904. Such circulation figures as are mentioned last are 


These are quneraily regarded the rae who believe that an advertiser has a right 


to know what he pays his hard cash f: 


The black figures denote the avercee issue for the year indicated. The light faced 
number in brackets denotes the page in od American Newspaper Directory which con- 


tains the details of the publication’s characte 


Announcements under this classification, if entitled as above. cost 20 cents per 


line under a YEARLY contract. $20.80 for a aot ow 
advance. Weekly, monthly or quarterly correct: 


can be made, provided the 
dated, covering the additiona. 
paper Directory. 


ALABAMA. 

Anniston, Even‘ng Star. Daily aver. for 1903, 
1,551. Repuulic, weekly av aver. 1903, 2,216 Ck) 
Birmingham, Birmingham News. Daily av. 
na ee i 488 (:); last 6 months 1903, 18,052; 


cael Ledger. d Average for 1903, 
16,670 (x%). E. Katz., lectal dgunte N.Y. 
Moutgewery. Advertiser. >. - 
erage circulation for 1903, et 11,- 
OFT ENOO), we. 18.584 4), Sy. 15,084 CH). 


ARIZONA. 

Biabee, Review, daily. W. B. Kelley, pub. 
In 1902 no issue less than 1,250 (46). In’ 1903 no 
issue less than 1,750. 


Phoenix, pee. . Pate average for 1903. 
6,088 (%). Logan & Cole Special Agency, N. Y. 


ARKANSAS. 


Fort Smith, Times, daily. In 1902 no issue less 


than 1.000 63). Actuai averuge for August, 
September, October, 1903, 1903, 8, 109. 
Little Roek, Arkansas Method)st. Geo. Thorn. 


burgh, pub. Actual average 1903, 10,000 . 


—_—_ Reeck. Ayo sony and Sunday. Ar 


sas’ Leadin: oy Wa Established 1819 
Y——¥ 1903, Daily 0 *). Lowy 9.840(% ). 
wr only Arkansas hat permitted the 

A, A. to examine i Pouation Smith & 
Thompson, Special ., New York & Chicago. 
CALIFORNIA. 


ip» Mosaing Republican, daily. Av 
a 4903, "4 160 (%#). E. Katz, Special Vgiad. N. t 


Oakland, Signs of the Times. Actual weekly 
average for 1903, 82,842 (). 


Oakland, Tribune, daily. Average for 1902, 
9,952 (75). Tribune e Publishing Company. 


Redlands, Facts, di aally. Daily average for 
es 1,456 (). No week y. 








San Diegan Sun. 


Daily average 
(80). 


oH. _W. H. Porterfield, pub. 


Francisco, Argonaut, wee! =$ 


San 
for 1902, 15,165 (81). E. Katz, 


PA. “1902, Fee 
Ave 
gent, N. 
an Francisco, Bulletin. R. A. Crothers. 
tor 1902, daily 49,159, Sunday 47,802 oo 


San Francie, coe, < and 8’y. J 
els. Aver. for 1902. FA 
Av. 1903, daily 61, O84 


J. D. Spreck- 
B85. Sy 71, pen (80), 
O84 (8); S’day 82,015 (+) 


San Jone, Evening Herald, daily. The Herald 
Co. Average for year end. Aug., 1902, 8,597 (86). 


San Jone, Morning; Meroury. dai beats” 


Publishing C Average for for 
San Jone, Pacific Tree and Vine, mo. 


G. 
Rohannan. Actual average, 1903,6,185(%). First 
three months, 1904, 8,166. 


ear, 19 per cent discount if paid wholly in 
ions to date showing increase of circulation 


—. sends a statement in detail, properly signed and 
period, in accordance with the rules of the American News- 


CONNECTICUT. 


Mortferd. Times, daii; 1903, 
16,509 (&). Perry Lukens, Jr i. NY. Rp. 


Meriden, Morning Record and Republican. 
Daily average for 1903, 27.582 (sf). 


New Haven, Evening Register. dail 
av. for 1903, 18,571 (2); Sunday, 11 hoe Uk). 


New Haven, Palladium, daily. Ar 
1903, 7,625 (%). E. Katz, Special Agent, 


New Haven, Union. Av. for 190, rid Sad 
8’y 8,260 (2). EH. Katz, Special Age se 


New London, Day, ev’g. Av. 1903, 5,618 (sk) 
(115), Average gain in past year, 415. 


Norwich, Bulletia, daily, Bulletin Co., pub 
lisners. Average for 1902, 4,659 (115). ‘Actual 
ave-age for 1903, 4,988 (3k). 

Waterbury, Re ublican. Daily 
5,846 (2k) 


or 





average 1903, 
Ia Coste & Maxwell. per. Agts, N. Y. 
COLORADO. 
iF. -.. &o. po —_ * oun BRT OSS a de “a 
age for February. /%4, 48,188. Gait, 283. 
t2™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
mae who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


UA 
Cw 
TEEO 


DELAWARE. 
Wilmtngton,'Every r- 
anteed circulation yf 1903, eed (oh). _ 
Wilmington, Morning News, daily. nano Pub- 
lishing Co., pubrs. Av. for 1903, 9,988 (sk). 


DISTRICT OF COLUMBIA. 


Washington |v. Star, dail rf Ev. Star News- 
paper Co. Averoge _Sor'sms, 4,088 (kk) (©). 


National Tribune, weekly. weekly. Average for 1902 
104,599 (123). First six mos. 1903, 112,268, 
Smith & Thompson, Rep., N. Y. & Chicago. 


FLORIDA. 


Jacksonville, Metropolis, daily. Arer. 
8,898 (2). Are. ist 6 months, 1903 8,229. 
Pensacola, Journal, mornings, ex. Mon. 
1902, 2,441. Av. /903, 2929 (3K 3 Dec, 1903, 3,190. 


1908, 





Tampa, Morning 1ril Tribune. daily. 


Tampa Tri- 








bune Pub. Co, 


Average for 1903, 


+610 (sk). 
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GEORGIA. 
tlanta. Jounal dy. Av. 1902, $7,828. Semi- 
wh BL 105 (135). Present Present average, 89,884. 


Atlanta, reo “Actual ¢ daily average, 1903, 
20.104 (sf). Av. December 1903, 28,720. 


Atlanta, Southern Cultivator, icultu 
semi-mo, Actual average fo Sor 1903, 80,125 Ck). 


Lafayette, Walker Vo. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1903, 1,640 (3). 


IDAHO. 
Boise, Capital News, d’y and wy. Capital New: 
Pig Co., pub. sere sted 2,761 (x), 


8,175 GR) (Si). 
ILLINOIS. 
ie Bei aug ta SES ES 
° ( average / wg 

1904. daily, 1,0683 weekly, 1, 128. ; 


Cham polgn, | News. vs. In 190% 1902 no issue less than 
1,100 daily and 8,400 weekly (163). In Novem- 
ber, 1903, no daily less than 2,4 


Chieago, Ad Sense, monthly. The Ad Sense 
Co.,pubs. Actual average fo for 1902, 6,088 are. 

Chicago, Alkaloidal Clint Grate monthly. Dr. W 
C. Abbott, pub.; 8. t Clough, he wer. 
Guaranteed | BP wd 80,000. Aver. fir 
last twelve monthe, 25,250 (25), reaching over 
one-fourth of the American medical profession. 

Chicago, American Bee Journiu, weekly. 
Actual average for 1902, 192, 7,485 (167). 


Chicago, Bakers’ Helper Helper, monthly. H. R. 
Ulissold. Average for 1903, 4, 4,175 (38) (OO). 


Cc blenge. Breeders’ Gazette, stock farm,week- 
ly. Sanders Pub. Co. average for 1902, 60, 052 
(167). actual average Sor 190s 67,880 (2) 


Chica, BE O. Dental Digest, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,000 (* 


Chicago, Grain Dealers Journal, s.mo. Grain 
Dealers Company. Av. for 1903, 4,354 (%) (OO). 


Chicago, Home Defender, mo. T. G. Mauritzen. 
Act. av. 1902, 5,409. Last 3 mos, 1903, 84,000, 


Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166 (1 1). Average 
ten months 1903, 22,100. 

Chicane: Journal Amer, Med. A 
1903, 28,615 (sk), Jan, Feb. . Mar., 7905, 80. 25. 

Masonic Voice-Review, mo. Average for 1902, 
26,041 (182). For sia months 1903, 26,166. 


Chieago. Monumental News, mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548 Gk): 


mses National Harness Review, mo. Av. 
or ies 291 (183). First 8 mos. 1903, 6,250. 


Chieago, National Laundry Journal. semi- 
monthly. Actual average for 1903, 4.968 copies. 


Park and Cemetery and Landscane Gardenin, 
mo. Av. for year ending July, 1902, 2,041 uss, 


wy 


1908, 


Chie arate Go. 
daily Teriets Cie) Sunday "aiee 191,817 (). 


Chicago, The Onerative Mi Miller,monthly. Act- 
ua! average for 1902. 5,666 (183), 


Chicago, Tribune, daily. 1 daily. Tribune Co. In 1902, 
yA (OO) (166). 


East St. Louis, Poultry Culture. mo. Poul 


try 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage first six months 1903, 14, 888. 


Evanaton, Correct English: How to Use It, mo. 
aver. year end’g March, %4, 10,000 (). 





Kewanee, Star-Courier Ave: yn for 1903, 
pb ye 0880), weekly 1,414 A (x). ver. guar- 
anteed circulation daily aily for « Jan’y, 1904 8,180. 
Peoria, Star, eveni ana Senter morning. 
Actual sworn average for 1902, 28,742 (219). 


Roekford, Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223). 2 (223). Shannon, 150 Nassau, 


Roekford, 4. Republic, daily dail Actual average 
Sor 1903, 6,540 (3). La Voste & Maxwell, N. 4 


INDIANA. 
Evansville, , Conrter, daily and 8. Courier Co., 
pub. Act av. 02,11,218 (244). Sworn av. ’03, 12,- 
B18. Smi th & Thompson, Sp. pson, Sp. Rep., N.Y. & Chicago. 


Evaneaville, Journal-News. Av. - 1903, dy 
geist Sy 14,120(). E. Katz, Agt.,.N.Y 


n, Cooking Club, monthly. Average for 
1902, ODS BO (247). A persistent jum, as 
housewives keep every issue for daily reference 
Indignegeiie, News, ws, dy. Hi Hilton U pene-om- 
mer. . net sales in 1903. 69,885 (sk). 


Latayete, Morning Journal, daily. Sworn 
average 1903,4,002 (3); GH); bebruary, 1904, 4,479. 


Marion, Siete, daily. W. B. Westlake, pub. 
Actual av., 1903, 5,295 9S (35) 3 3 Feb., 1904, 5,609. 


Munete, Star, Ssent wy. Star Pup. Co. Aver. 
Sor 1903, dy 25,886 ik), Sy | y 19,250 (). 


Notre Dame. The Ave Mat Ave Maria, Catholic weekly 
ine. Actual aveage fo 193, 24,082 (# ). 


Prineeton. Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1, 20 (264). 


Richmond, Evening Item. Sworn dy. av. for 
1903, 8,552 (2). Same for Dec., 1905 8/742. 


South Bend, Tribune. Sworn da 7 peerage 
1903, &,718 (s). Sworn av. for Feb., 6,446 


INDIAN Saene owe 
Ardmore, Ardmoreite, caily and weekly. 
Average for 1903, dy., 1 3 eae 8,872(%). 


IOWA. 
Arlington, News. All home-print weekly. W. 
F. Lake, pub. Average for 18 for 1 1,400 (282). 


Burlington, Gasette, dy. , dy. Thos. og 
Average for 1903, at Jan., 1904. 6,050. 


Daven os. Dy. a an, 1903, 8.055 (), 
8. wy. 1, MO) De —n larch, 1904,9,508. Cir. 
guar. more than dete uble of ar any "Davenport daily. 


Deco rah-Posten (Norwegian). Sworn 
av. or’ ~ =~ Poatte (%). March, 1904, 40,856. 


Des gag eo al, daily. Lafayette Young. 
ublisher, rage for 1903 81.898 (%) 
293). ye, February, 1904, 84,597. 
City circulation the largest of any Des Moines 
newspaper utely guaranteed. Only avwing 
newsyaper ae. <-* ae of the 
ment stores. largest amount of ost 
advertising. 


Dea Moines. Cosmopolitan Osteopath, month- 
ly. Still College. Average f for 1902, 79.686 (294), 


Des Moines, News, daily. Aver. 1902, 87.118 
(298). First 9 mos. 1903, aver., sworn, 41,871 net. 


Des Moines, Spirit of the West. wy. Horses 
and live stock. Average for 1902, 6,095 (294). 


Dea Moines, Wallace's Fr 's Farmer. wy. Est. 1879. 
Actual average for 1903, 88,769 (sk). 


Musestine. Journal. dy. av. 1903, 4.849 (&). 
£-wy. 2,708 (4). Dy. av. Ja av. Jan., 1904, 4,885. 


Ottu a, Courier. Daily Daily av, 1908, 4,512 ; 
semt-aweekly. 7.886 (2). “ype « (sh 


Sheldon, Sun, d’y and w'ly._ H. A. Carscn. 
Average for 1902, d’y 486, w’ly 2,544 (323). 
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Shenandoah, Sentinel, tri-weekly. Covers 
and Fremont counties. Ave ay i 4 


Average 1908, exceeds 4,100 ( 
average $700. Crop failures + Mg 4 Moke 
people prosperous. 


Sioux City, Jou Dy. av. for 1903 (sworn) 
19,492 (sk), dy. av. e- _. and Feb. 20,172. 
Records alw Mor in its 
than of allother daily papers papers combined. 


Waterloo, Courier. Daily av. 1903,2,967 (%). 
Last 6 mos. 1903,8,057. S-w’y, 1, 942, 


KANSAS. 
Atehiaon, Globe, daily. E. W. Howe. (834). 


pt to prove 5.200 daily circulation for 1903, 
on receipt any adv ertising bil bill. 


Girard, Appeal to Reason, weekly. J. A. Way- 
land. Average for 1903, 260.096 (2). 


Hutchinson. News. 1908, 2,768 iP» 
weekly 2,112 (%). £. Kate. ae oe Yor 


Tegeka, Western School Journal. educational 
monthly. avenge Sore 8,125 (*). 


jehita, le, d’: 
rei wy OL6tL HD. Be 





Av. 1902, d’y 16.- 
solth N.Y. & Chicago. 


KENTUCKY. 
p eerareert. Lenton Hag, ey By rai. J. 
Babbage. Average for 19 for 
Harrodsburg, Democrat. Best oes in best 
section Ky. Av. /903,8,582 (2); growing fast. 
Lexington, Leader. Av. for 1903, 5,988 (#). 
wy. 2,806, Sy. 4.092 (). EH. Katz, 8. 4.,N. ¥. 


Lontovilie, Evening Post, dy. Kvening Post 
Co., pubs. Acti ual average f for 1902, 26,895 (874). 


Leuisville, Herald. Actw Actual som average for 
1903, 17,214 (%), Sunday, 16. T42 (sk); Feb., 1404, 
daiiy 21,150, weekly 12,406, Sunday 20,771. 


Padueah, Sun. daily. Average, 1903, 2,181(>); 
Sor February, 1904, 2, 15. 


saggy nga 
New Orleans, item, daily. R. M. Denholme, 
publisher. Arerage erage for fan. -—~ 19,895. 
Official journal city few Orleans. 


New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In 1902 no issue less than 8,000 (387). 


New Orleans, The Southern Buck, official 
organ of Elkdom in La. and Miss. Av. ’0z, 2,866, 


MAINS. 
sta, Comfort, m H. Gannett, pub. 
aaa average for 1902, t. "974,766 (391). 


Auguata, Kennebec Journal, d’y and w’y. 
Average daily, 1903, 5,778 (%), weekly 2,170 (). 


Bangor, Commercial. Average for 1903, dail 
8,218 (+) weekly 29,006 (+). a . 


Dove #, Pisteteas is Observer. Actual weekl 
average t08, 1,904 (%). P 
Lewiston, Evening Journal, daily. Aver. for 

1903, 6,814 (%) (QO). w’y 15,482 (3) (© ©). 


_EMiilips. Maine Woods and Woodsman,weekly. 
W. Brackett. Average for 1903, 8,041 ( %). 


Portland. Evening Expres Express 
daily 11,740(%), Sunday = 


MARYLAND. 
wae — ay) mame dail ; Breau News Pub- 
March, 1904, s46ie —— oe 
MASSACHUSETTS. 


Boston, eventos Senauertet ¢ ) (412) Boston's 
tea table paper. Largest rived pf week-day adr, 


903, 
000 (sp): 











Magazine, monthly. 


Boston, New E 
America Co. .» pubs, — 1902, 21.580 (420), 


Boston, Pilot, every Saturday. a Catho- 
— Jas. "jeffrey Roche, edit editor. @o 


oston, Post, dy. Averaj Ave’ Te ol 174.178 
“a Av. for Dec., 1903, dy. 5,919, sy. 188,- 
15. Largest p.m. or a.m. aut gland, 


Est. 1824, ce daily av. 
1902, 78,852. In 1903, 26,666 (3%). October 1, 
1903, to March /, 1904, 80,4 6. 
i evening circulation in New England, 
: Smith Thompson, N.Y. and Chicago. 


wove Globe. Ave! Average for 1903, daily, 195,- 
554s), —- ho Sing 4 ( 

La reulation in New 

prin te aor in morning and afternoon 
editions for one price. 


MARCH, 1904. 


DAILY. 





Boston, Traveler. 





SUNDAY, 





217,791 
ry 488 

4'463 
3S 492 


315,735 


CROIDMF Odo 


314,547 


213,622 


209,801 
210,937 
209.180 


314,680 


314,540 











Total 5,743,861 1,259,502 


Daily Average, - 212,73 
Sunday Average, 344,875 


Perfect copies printed for sale. 
CHAS. H. TAYLOR. Jr., OR. JR., Business Manager. 


em Northfield. Record Record of Christian Work, 
0, Av. for yr. end’g Dec. 31 ony 20.250 (*). 
Only cleat. reliable adverties taken. No 
“‘oure-a ble proposi- 
tions considered. ad , 


Sane Daily Times. Average for 1902 
6,247 (427). First seven seven months 1003°8,629. 


recs cape, a Ann N News. Actual da 
roe year end February 165, 1904, a So: 
‘ebruary, (00h average 6,016. 


Lawrence, Telegram, daily. oy Put- 
lishing Co. Average for 190: for 1902, 6,701 ). 
Salem, Little Folks, _m< Breas. 8. E. 
no. Average for 1902, % 1 nee, 30% 


Springfield, Good Housel iomapeaten 3 mo. Avg. 
for hid 108,666 (436). For year end. Dec., 
190%, 185,992, AU advertisements guaranteed, 
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Springfield, Republican. Av, 1903, iy 15,542 
(se) ©), Sun. 15,270 (3) OO), wy. 4,086 (-f). 

Woreester. Evening Post, daily. Worcester 
Post Co. Average for 1903, 1i, Z11 (4). 


Worcester, opiaion I peusyne. daily. Aver. 
Jan., 5,180 (4%). Only ,ax in U.S. on 
Roll of Honor, R. A. rete and Chicago. 


MICHIGAN. 
Adrian. Telegram, dy. D. W.Grandon. Av. for 
1902, 1,270 (440). ‘Average for 1903, 8912 ( +). 


Detroit, Free Press. Avercage for 1903, daily 
42,918 (3), Sunday 58,845 (if). 


Detroit. Times. aily. Average for 1903, 
25,890 (). February, 1904, 28,408. 


Grand Rapids, Event Press, dy. Average 
1903, 8%,499 (3). 40,000 guar. "daily Sor 194% 
Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1902, 8.887 (461). Av: 
erage for first six months 1903, 4,828. 


Jackson, Press and Patriot. Actual daily 
average for 1903, &,649 (3). Av. Feb. '04, 6,279. 


Kalamazoo, Evening Telegraph. Last six 
months 1903, dy. £388 8,681. Daily aver. 
December, 1903, 9,069. Guarantees rgest an 
best circulation in the city and surrounding 
territory. 
Kalamazoo, Gazette-News, 1903, daily, 5,083 
ribers 


Guarantees 4.000 more 
ished in the city. "e 








(3). 
any other datly paper 
3 a to Apr. 4 29,495. 


aginaw, Evening News, daily. Average for 
108, 5, 848 (473). January, 994, daily 18,169. 


MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 
monthly, Actual average 1903, 78. ag (3) (498) 

Actual average January, 1904, 28,500 


winpcapelis, Farmers’ Tribune, twice a-week. 
. J. Murphy, pub. Aver. for 1903, 68,686 (2). 


Minneapolis, Journal, daily. Journal Print- 
ing Co. 


“The Great Daily 
of the Great Northwest.” 


During February THE MINNEAPOLIS JOURNAL 
made another great record—1,359 columns of 
elean advertising in 25 days, against 1,289 columns 
of all kinds of advertising of its nearest competi- 
tor in 25 week days and four bi THE 
MINNEAPOLIS JOURNAL re’ 
columns of Sbjectionable mediral advertising in 
February. 

During February Taz MINNEAPOLIS JOURNAL'S 
daily average circulation was 


63,900 


Most of this ont home! THE MINNEAPOLIS 
JOURNAL reaches the most homes of all classes 
and is the clean family cg oy paneret the North- 
west. It isthe paper that is ES ferred by read- 
ers and advertisers =— it is “The Great Daily 
of the Great Northwest, 


THE JOURNAL 
Goes Home. 


One clean paper in the home is worth Sve sold 
on the streets—from an advertising standpoint. 


Minnea N. W. Agriculturist, s.-mo. Feb., 
03, 78,16: “as. 75.000 guar’d, 35¢, gee line: 


Minneapolis, Svenska Amerikanska P 
Swan J. Turnblad, pub. 903, 49.057 (k). 


Northwestern Miller, weekly. Miller Publish- 
ing Co. — for 1902, OS, See we (497). 


Mi The House hold 
monthly. yr average 1903, 268, ‘abo (#). 


Minneapolis oe W. J. Murphy, pub. 


poogee daily. Aver- 
age for 1902, daily, <6 TZ (4196) ; ganas 
56,850. For 1903, daily iy press, 72,8 sad 
Sunday, 61, 074. we average, 
uarter oO, “bay was %7,129; Saindase 
AW ily average for January, 1904, 





Me ene Minneapolis daity listea 
in Rowell’s American Ne 
Directory that gen 
culation orer ra 
‘od down to date in ROLL oF 
ONOK, or elsewhere. The Trib- 
une is the ree ized Want 
Ad Medium of 


inneapolis. 
Owatonna, ‘eo semi-w’y. Av. for 
1903, 1,896 
Present 


per 
cir- 
ble 


Owatonna’s leading newspaper. 
ciremetten, 2,100. 
St. Paul, Der Wanderer, with 
gringo wy. Av. for ike, 56s. 
- Paul, Dispatch, dy. Aver. # 
* Present aver E288. “T PAUL'S Ehae 


NG NEWSPAPER. Wy aver. 1903, 78,026. 


St. Paul, Globe, daily. Globe Co.. pebtitere. 
Actual ave ‘or 1903, $1,541 
moe ee 541 (%). First 


St. Paul, News, dy. Aver. 12. 80.619 (505) 
First 9 mos. 1903, sworn average 84,081 net. 


Paul, Pioneer-Press. Daily average 
1908 $4,151, Sunday 80,986 (506). of mad 


St. Paul, The Farmer, agri., s.-mo. 
Sub. 50c, Prof. Shaw, ed. ‘Act. av. 
Feb., TE.861 GR). * Act. Act. present av. 85, 


Winona, Republican and B and Herald, daily. Aver- 
age 1902, 8,202 (512); 1903, 4,044 ( (). 


Wertlichor Herold. Av. 1903, Se. 5iXe), Sonn- 
Winona, 28,111 (3); Volksbl. des Westens, 


045 (2) 
MISSISSIPPI. 
pda Sa Sas 
MISSOURI. 


Jopli daily. Average 
10,510 Ck) yeti E. Katz, Special Moone NY. ‘v 


Sy AB Journal, d'y d‘y ard w’y. Average 
for 1902, daily 56,876, wee! 161,109 ou 


Kansas City, Week 


Est. 1882. 
—- 


Viekabu 
less than 1, 


_ lement Trade J'rn’l. 
Av. Aug., 02, 9. 187 ( v. 5 mos. 03, 9,895, 


Kansas City, Worlinian “Galt Aver, 1 62..- 
978 (542). First 9 mos. 1903, our. sworn, SLdos. 


Mexico, American +k and Orchard. agric. 
= hortic., mo. Actual a’ for 1902, 4,588 
. Actual aver. May, June, Sune, uly, 1903, 15,667. 


en Joneph, Medica) Herald Herald, month! 
— Co. Average for 12, 7,475 


t, Joseph, News and Press. Dail 
A. 80,418 (sk) Last List $ mas. 1903, hoes. 
St. Joneph, 300 8. 7th St,. Western Fruit Grow- 
er, m’ly. Aver aoe = yor spd (557). Rate i5¢ 
per line. Circulati 0,000 copies guarant’d. 
St. Louis, Motion’ Briers iar mo, J. J. Lawrence, 
A.M., M D., ed. and pub. Av. Av. for 198, $7,950, 


7 Medical 





M. LEE STARKE, Manager General Advertising, 
Tribune Building, New York. 
Tribune Building Chicago, | 





National Farmer and Stock Grow wer,mo. Av. {> 


mos. end. Dec., "03, 106,625, 1902, 68,588 (68). 
&t. Leulsa, Star 
* 


~ Actual daily average for 


1903. 64,878 ( 
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St. Louis, The Woman's M ne. monthly. 
Women and home. Lewis Pub.Co. Proven aver- 
age for 1902, 908,888. Actual ren average 
for rf 9 mos, in 1903, 1,115,760. Conenes 
be 1903, every = ay nteed to 

500, count. Largest circula- 
Hes en icati in the world. 


MONTANA. 
onda, Standard. 
10, Bee MONTANA'S BENT NE W SPAPER 
Butte, Inter- Mountain, e . Actual sworn 
net circulation for yey 1 10.6: 1; z th). Guarantee 
‘ton in State of Montana, owe 
net circulation for Soouaty. 1904, aver. 14,1 
Helena, Record, evening. Record Publishing 
verage for 4903, 10,091 (s) daily. Aver- 
age for 1908, 8,754 GE) ) weekly. 


NEBRASKA. 


Lincoln, Daily Star. Actual average for 1093, 
11,165 (BD, January, 1904, 1 1904, 18, 225. 


Linceln, Deutsch-Amerikan Farmer, weekly 
(590). Actual average for 190: 1903, 158, 525(+). 
Presge, weekly (6%). Actual 





Lincoln, Freie 
average for 1903, 159. 59.4000) 
Lineoln, Nebraska Teache Teacher, monthly. Towne 
& Crabtree, pub. Average fo Sor 1903, 5,81 0(%). 


Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903,1,800. in 1902, 1,660 (591). 


Omaha, Den Danske Pioneer. wy. Sophus F. 
Neble Pub. Co. Average for 1902, 28,475 (504). 


Omaha, News, daily. Aver. for 192, 82.777 
(594). First 9 mos, 1903, sworn aver. 40,055. 
NEW HAMPSHIRE. 


Franklin Pate, Journal-Transcript. weekly. 
Towne & Robie. In 1 1902, no issue less than 8,400, 


Senmenae News, daily. Herb. N. Davison. 
Average for 1 7.500 ( 
Leith & mt N. Y Rep. 150 Nassau St. 


NEW JERSEY. 


y-— tmp tag L. Kinmonth, pub. 
nal anevege 1903, 8, St98 Gp. In 1902, B.bD6. 


es Courier. Est. 1°76. Net aver. 
age circulation for year end. Oct., 03, 6,885 (3). 


Camden, Post-Telegram. Actual dail  - 
age, (903, 5,798 (%), sworn. Jan., 1904, 5,88 


oye gy Evening | Times. Sworn aver. 1902, 
3,885 (616). 6 mos. 1903, 4,288. 


Elm <n weekly. 8. P. Foster. Average 
we 1908, "2,111 (%). 


ken, Observer, daily. pgivet average 
1908 ThONt (619); Sept., 1903, 22,75 


Jersey Cit Evening Journal, dy. a ‘or 1903 
19,012 (%).. Last gn 20.659. 


Newark, ca g News. | News Pu 
Co. Av. for 1903, d'y eee). Ry 6,291 io 


Newmarket, Advertiser:’ Guide, mo. Stanley 
Day, publisher. Average for 1902, 5,041 (623). 


Red Bank. Re, aa by” Est. 1878. John 
Actual average 1903, 


H. Cook. 2,961 (+). 
saw Tene. 
Alba evening. Journal Co. 
age for : 1908, J96,62 } (38) ;Deo ae 08, 12, 056. 
Albany. Times-U: evening. Establ. 


1856. Average for 1902, 25.2 25.2 4 (635). 


poem Evening Herald, daily. Evening 
Heal Co. Average for 1903, 11,515 (2). 


Bote, Courier, gg aK, Guoutrer, even- 
ing. J.Conners. Average for 1902, morn- 
im as. 818, evening $0,401 (41). 


Buffalo. Evening N News. Dy. av. wy 74.284 
(641), Smith & Thompson, Rep., N. Y, & Chicago, 











Catskill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408 (%). Av. last 3 mo’s, $,580. 
Cortland, Democrat, Fridays. + 1840. Aver. 
1903, 2,248 (2). Only Dem. paper in county. 
Elmira, Ev’g Star. Av. for 1902, 8,265 (651). 
Guaranteed by vit or personal investigation. 
Leith & tuart, N. Y. N. Y. Rep., 150 Nassau St. 
—_ yy wg sil. thaca Publishing (o. 
4,580 ). Av. for Feb , 1904, 
rit Wreith & Haart, WY LY. sep., 150 Nassau st. 
Le Roy, Gazette. Est. 1826. Av. 03,2, aus) 
Larg. wy. cire. Genesee, Orleans ns & Niagara 


Newburgh, News.dy. Av. force, 4,187 ee 
Guaranteed by affidavit or personal investigation. 
New Hg ee 


neer, m, Arsdale,. 


2 rs 
pub. = 008, 8 75 (sh). Av. Vie, Fors inal 


WMachiniat 


American 
(Also European ed.) Av. wor. 18.561 (OO) wn (61), 
Amerikanische Schweizer Z Zeitung, w 





Swiss 
Pab. 6o.,62 Trinity pl. Av. for 1902, 15,600 (71). ; 


Army ¢& Navy Journal. Est. 1863. Weekl; 
Sor 1903, an 4 *). ys ey. circulation ( arch 5) 5) 
9,422. F.P. Church, Pubs. 


Automobile Magazine, ery 4 
Press. Average for 1902, 8, r 1902, 8,75 


Baker’s Review, monthly. ae R. G: S88 (x Co. . 
publishers. Actual a for ays 4. (Ck 
Average for last tare mouths 1903, 4. 


” nom nh Magasive, tam famil seni. pen - 
r Bros. At ‘or 1903, ( ‘our 
adverts in Beret 8 Magazi zine will bring 
ness, because its ciroulatt on has 
QUANTITY, CHARACTER, INFLUENCE. 
Benziger’s Magazine is sold only sub- 
aiewke por avn hf oat umns 
reach a very pint. class of people. Advertis- 
ing rates, 25 cents per ¢ agate ine. 

Caterer. re... ~ Caterer >. Co. (Hotels, 
Clubs, and hi lass Rest.). Average for year 
ending with Soak 1902, 5,888 (687). 

eet Moments, awe, Geo. W. Willis 

shing Co. Average for 1902, 208,888 (687). 

"clipper. weekly (Theatrical). Frank Quee' 

Pub. Co., Ltd. Aver. for 1902, 26,844 (@@) 673). 


Delineator, fashion mo. _} mo. Butterick Pub. Co., 
i. Est. 1872. Av. 1902, 721,909 (688). As ” aa 
cire’n for 6 months ending ending June, 1903, 876,98 


Dry Goods, ods, monthly. | Ma: Max Sy £2771 ae cK) as 





: Automobile 


lisher. Actual werage Sor 19 1903, 
El Gomerste, 5 mo. . Spanish export. 2 on 
ard Clark Average for 1902, 5,875 (689). 
see nesta weekly. Electrical Review 
Pub. Co. Average for 1902, ‘or 1902, 6,212 (OO) (674), 
Elite St; les, monthly, Pur ry tf fashion. Actual 
average for 1903, 62. 


Engineering and are Journal, weekly 
Est. 1866. Average 1902. 10, 1902. 10,009, (© ©) (674). 


Forward, daily. Forward Association. Aver- 
age for 1902, 81,709 (667). 


Four-Track News, monthly. Actual a id 
Sor six months ending March, 1904, ote 
— edition, 90,000; May edition, 1 


rdasher, mo., est. 1881. 
08, TAG i, ) Binders’ me and Foot Poot Othe 
receipts distributed mont! monthly to advertisers. 


Hardware, semi-monthly.. acesege for 1902, 
8,802 (683); average for 1908, 9,581. 

Hardware Dealers’ Magazine, morthl In 
1993 no issue less than nt 17,000 ( (*#). (OO). “n 


Junior Toilettes. fashion me monthly. Max Ji r- 
huber, pub. Actual average 1903, 6,540 (#). 
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A Roll of Honor-—continued) 


Leslie’s nouthly Magazine, New York. Average 
circulation for the past 12 months (1903), 218,- 
684 (). t average circulation 2 8,278. 


ing Telegra aph, daily’. Daily Te Zaceaeh 

on ue * average for 1902, ‘or 1902, 28,228 (668 
Music Trade Review, ow, music trade ~ ae 
ly. Aver. for 1902, 5,452 (6. 


w Idea Woman’s Maga fashions, m’ly. 
New Ie Idea t'ublishin Co. ae i arepiiched 1805. AGr- 
ual av. circulation for six months ending Dec., 
1903, 179,500. 


New Thought M - moved to New as 

t Average endin january 4 2: 
css ‘fi Average fF 4 "4 903, 104,977, 
. The only medium for New Th ae ae 


Pharmaceutical Era, week! week iy,p pharmac: 
Haynes & Co., pubs., 8 Spruce street. (oo) ero). 
Pocket wt of Railroad Officials, al Railr’d 
&Transp. Av. 02, 17,696 (702) ; a M08 , 17,992 


Police oui? weekly. aide Chueahite 
Pub. Co. Average for 193, 4, 4,914 (3). 


Printers’ Ink, Sinnagy Sy A ly, A journal for advertis- 
“overage. aear hi Le eon | ). k). Piret a cae 
A ‘or 10, seven 8 
1904, ae a 12, ose. 


Railroad mint railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (Q@) (680). 
The Central Station, on, monthly. 7 < Cuming, 
Jr. Av. for year ending May, 1902, 8,488 (687 
The Designer, fashions, monthly. saaciiad 
Fashion Co. ae B.5 Actual av. circu 
lotion far six months ending December, 1903, 





The Iron Age, weekly. established -— @©® Phon 





Wellsville, Reporter. Only dy. and s.-wy. in 
. Av. 1403, dy. 1.184(); 8.-wy., 2,958 (sk). 
Whitehall. wery aaents. Inglee & Tefft. 
Average for 1902, 4,182 (726). 

NORTH CAROLINA. 
annie Observer. FP meen Carolina’s fore- 

newspaper. Act. a Po ar. te 5,582 (%). 
By, 6,791 (3K); semi-w’y, %). 


a eats ces Beallens Recorder, aes Average 


1903, 8,8 

WORTH DAKOTA. 
Grand Forks, Normanden,weekly. Av. for /903, 
5,451 ().. Guar. 6,800 after March vth, 1904. 


Herald, dy. av. for Feb 1904, 5,811. Will 
guarantee 5.800 for vie North Dakota’s BIG- 
GEST DAILY. La Coste d& Maxwell, N. Y. Rep. 


Pak ay | Gazette. Aver. 1903. 1, BO8 iS). 
Largest circ. in Richland County. Home prin 
OHIO. 


Akro m, Beacon J Journal. 1903, 8,20: 
(Ti). N'Y. ., 63 Temple Court. eats 


Ashtabula, Amerikan Sanomat, w’ 'y. Aug.Ed- 
wards. Average for r 102, 8,5 S.boe (752). 


Cineinnati, Enquirer. Established 1842. Daily 
(©©), Sunday (© ©) (761). Beckwith, New York 


Cincinnati, Mixer and weg monthly. Actual 





average ix Gon , 18,088 A average 
Sor 195, My aes 5 (3k). al organ Hotel and 
Restaurant Em Alliance o 


nd Barten- 
ders’ nt. L League o, america. WATCH USGROW 


Cincinnati, Phonographic Magazine, mo. 
onog. Institute Co. Av. - for 1902, 10,107 (764). 








(676. For more than a generation 
ton ication in the hardware, iron, 
and metal trades. 

Printers’ Ink awarded a sterling silrer Sugar 
Bowl to the Iron Age, —_ bed as follows : 


Sci 
“ Ad panty to _ —_ Age, 
“ that paper, 4. nrass- 
“ing om merits extending orer 
- 4 Ls months, ty 
” the one trade paper in 
“ United ted states of ‘America that, taken all in all, 
“ renders its constituency the best serrice and best 
“ serves its purpose as a 1 medium Sor communica- 
“tion with a specified class 


The Ladies’ World, mo.. paeny Average 
net paid circulation, 1903, 480.155 (3k). 


The New York ries ae eas. Adoiph 8. Ochs, 
publisher, 1902 A (@ ©) (66 


The World. Actual aver. fc 903, Morn., 278,- 
607 (sk), E’v'’g, 857.102 ( W vy. ‘888,650 (). 


Toilettes, fashion. monthly. Max Jagerhuber, 
publisher. Actual average fi Sor 1903, 61,800 (>). 


Wilshire’s Magazine. Gaylord Wilshire, ed., 
123 K. 24d St. Act. av. onde Sept., 1902, 46,000 
(1088). Actual av. first "at eight 1 mo8., 1903, 100,625. 

Rochester. Case and Comment, mo. Law. 
for 1902, 80,000 (715) ; aie gia 0.186. 


rerage for di, 9,008 A. Liecty. 
verage for hot sy y AT average 
Sor 1903, 11,628 








Syracuse, oe Terald, daily. Herald 
pub. Aver, 1903, dy. 88,107 (3) IY seaoe (x), 

Utlea, National Electrical Contractor, mo. 
Average for od 2, 2H (723). 

Utiea, Pre Otto A. Meyer. publisher. 
Average for me 18,618 $,618 (723). 


A. Cass. publisher. Average 1903, 8.8 2k). 
Average { new Es Sy bony ae covers | 





i e Review, m’y. Highlands & 
aighiondss ys x r 1902, 2.5 2.584 (765). 


Cincinnati, Times-Star, dy dy. Cincinnati Times- 
Star Pub.Co Act. aver. for tory 148,018 (761) 
Actual average for 1908, 1903, 145,51 64 (). 


Cleveland, Current Ane Anecdotes (Preachers’ 
Mag.),mo. Ar. a nati 31, 03,15, 750, 


Cleveland, Plain Dealer. Actua} 
daily average 1903, 66,445 ( (ips Su Rom 60, 
(9 arch, 1904, %4,516 daily; Sunday, 


Columbus, Press, daily, y. democratic. Press 
ge peg Actual av. for or 1902, 24,989 (770). 


» News, dy. _ New: News Pub. Co. Average 
fe 1903. Ts, 407 (). —", 1904, 17, 887. 


a on, Young Catholic 
ty toy Oe By a we Sr ike k). 


Laneaster, Fairfield Co. ublican. In Aug. - 
ust, ‘02, no issue less than 1,680 for 2 years ( 


Mansfield, News, daily- Average 1903, 
4.151 GE). N. °F. aioe 588 Temple Court 


Springfield, Farm and Fireside, agricultural, 
ho Age Sy 

). siz 
months, 1903, 840,875. 


Springfield, Press-Republic. Aver. 1903.9,288 
GR); Feb., '04, 9,867. N. Y. office, 523 Temple Ct. 
Springfield, Woman’s Home Companion, 
hoveehald monthly, est. 1873. Actual av. for 1908, 
862.666 (800). feet average for first six 

months, 1908, 885,16: 


Toledo, Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088 (3). 
OKLAHOMA. 


Guthrie, Oklaho' Farmer, Actual 
average 1903, SeOsOUR). a 








| Year ‘ending Ji ly 7, '08, 


Guthrie. Oklahoma Stave Ca 
Aver. for 1903, dy. otee (eo) = y. Brot 
9,868; wy. 28,119. 
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(A Roll of Honor-—continues. 





OREGON. 
Astoria, Lannetar. ©. C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898 (820). 


Portland, Evening Telegram, dy. (ex. Sun). 
Sworn cir.’03, 12, 648 Ck In 02, 16,866 (824). 








Portland, Pacific Miner, semi-mo Av. year 
ending Sevt., 1902, 8,808; jirst 8 mos. 1903, 912. 


PENNSYLVANIA. 

Bellefonte, Centre Democrat, wy. Chas. R. 
Kurtz, Pub. Sworn aver. 1903, 8,804 (k) 

Cheater, Times, ev’g dy. Av. 1903, 8,187 (2k). 
N. Y. office, 220 Bway. F ik. Northrup, Mer, 

Connellsville, Courier, daily. Aver.for 1903 
1,848 (3k), weekly for 1903, 8,090 (2), daily 
January-February, 1904, 2,446. 


Erie, Times, daily. Average for 1903, 11,208 
(2). Feb.. 1904, 18,575. E. Katz, Sp. ‘Ag., N. Y. 





Moarsiebare Tetegraph, dy. Actual daily aver. 
1902, 10,886 (3); representatives: R. J. Shannon, 
New York; Chae. A. Allen, Chicago. 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir. 
culation of the * The Bulletin” tor each day in 
the month of March, 1904: 





. 185,539 
« 184,095 
185,502 
ae Sunday 
2 ee 181,607 
Biss sew wees + 183,965 
- veceseess GED 
iebbsacne=0e—e 185. 701 
BP cies -0000s00es 182, ave 

184.4 












adoo 
Rs 


ee Pw oe 






AES. | WR........ . 183,627 

Sunday ere ss 180,341 

179 - te sisceaes . 179,564 
15 185,139 Orr 172 310 
16 .. 185. 262 | 


uial for 27 days, 4,963,593 copies. 
NET AVERAGE FOR MARCH, 


183,837 copies per day 


THE BULLETIN’S circulation figures are net; 
all damaged, unsold, free and returned copies 
have been omitted. 

Wm. L. MCLEAN, Publisber. 

Philadelphia, April 4. 1904. 

THE BULLETIN goes daily into more Philadel- 
<— homes than any other medium. 

THE BULLETIN has by many thousands the 
largest local circulation of any Philadelphia 
newspaper. 


Philadelphia, Camera, monthly. ed ¥,, 
Chambers. Average for 1902, 6,748 (871 


Philadelphia, Farm Journ«l, cee Wil- 
mer Atkinson Company, publishers. Average 
Sor 1903, 544,676. Printers’ Ink awarded 
the seventh Sugar Bowl to Farm Journal with this 

inscription : 
“ 4warded June 25 th, 1902, by 
: Printers’ Ink, ‘The Little 


si AF nn elm in the Art of | 
“ Advertising, to the Farm | 


“Journal. After a canvassing 

“of merits Poisoned over a 

Bn alate of half a year, that 

those published in the Unitec tates, has been 

‘pronounced the one that best serves its purpose 

*as av educator and counselor for the agricultu- 

“ral population, and as an effective and economi- 

‘cal medium for communicating with them, 
“ through its advertising columns.’ 


r. among all | 


|. Philadetphia, American Medicine, wy. Avy 
for 1902, 19,827 (865). Av. March, 1903, 16,827. 

Philadelphia, Press. Av. circ. over Bey oieed 
daily. Net average for Feb., 1994, 121,0 


Philadelphia, Public ledger, daily. Adolph 
8. Ochs, publisher. (© ©) ( 


oy Ue iioee: Reformed Church Messenger 
'y. 1306 Archst. Average for 1903, 8,558 (sk), 


fase rept Sunday School Times, week] 
Average for 1902, 101,815 (869). Average to Tals 
1, 1903, 108,057 Religious Press Asso., Phila. 


Pittsburg. Chronicle-Telegraph. Aver., 1902, 
67,842 (875). Sworn statement on application, 


Pittsburg, Gazette, d’y and Sun. Aver. d’y 
1902, 60,229 (876). Sworn statem’t on application. 


Pittsburg, Labor World, wy. Av. 1903, 18,- 
O88( tk). Reaches best st pd. class of workmen in U.S. 


Pittsburg, Times, daily, Wm. H. Seif, pres. 
Average for 1903, ty 64 8 (sk). Average first six 
months 1903, 64,8 


Scranton, Times, every evg. E. J. Lynett. Ar. 
Sor 1938, 21,604 (sf) La Coste & Maxwell, N.Y. 


Warren, Forenings Vannen, Swedish, mo. 
Av. 1902, 1,541 (889). Circulates Pa.,N. Y.and 0, 


Washington, Reporter, daily. John L. Stew- 
art, gen. mgr. Average for 1902, 5,857 (889). 





West Chester, Local News. dail H. 


Hodgson. Average for 1902, 15,086 Moo. 


Williamsport, Grit. America's fergetent 
Weekly. Net paid average 1903, 181.868 (3). 
Smith & Thompson, keps., New York rf Ohtosto, 


York, Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108 (3). 
RHODE ISLAND. 
Providence, Daily Journal, 16,485 (:k) (©), 


Sunday, 19,892 (4) (@@). Evening Bulletin 86,- 
886 (ck) av. (903. Providence Journal Co., pubs. 





Weaterly, Sun. Geo. H. Utter ,» pub. Average 
1903, 4,888 (2k). Only daily in S80. Rhode Island. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, weekly. G. P. 
Browne. Aver. /903, no issue less than 1, 50 (3). 
Charleston, Grening Post. Actual daily 
average for 1903, 2,842 (3). 


Columbia, State, daily. State Co., pubtishers. 
Actual average for 1903, daily, 6. 568 (2k); semi- 
weekly, 2,015 (sk); Sunday, 7,705 (sk). 


SOUTH DAKOTA. 
Sioux Falls, Argus Leader. Tomlinson & Day, 
oublishers. Actual daily average for 1902, 5,819 
(915). Actual daily aver. for 1903, 8,882 (3k). 


TENNESSEE. 
Chattanooga, Southern Fruit Grower, mo. 


Actual average 1903, 17,855 (%). Rate, 15 cents 
per line. Average for January, 1904,19,177%. 


Gallatin, Semi-weekly News. In 1902 no issue 
iess than 1,850 (923). First 6 mos. 1903, 1,425. 


Knoxville, Sentinel, only Ave’ 
| 9,691 (2k). 6 mos. 03, 10, 16 8. Feb., ’04, Cie, 278: 








| Lewisburg, Tribune, semi. weekly. Ww. M: 


Carter. Actual average 1903, (kK). 





Memphi«, Commercial Ape ony. wing 
and weekly. Average 1903. 28,9 (%#.) 
Sunday 88,080 (3), weekly 2%, 821 te, (927), 
a 1903, dy. 28,989, Sy.41,470, wy. 81,861. 
mphis, Morning News. Actual daily avrer- 
wy 7905, 17,594 (4); Feb., 1904, av. 19,815, 


—-~ 
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Nashville, Bannee, oe * Av. for year ending | WEST VIRGINIA. 
feb., 1903, pore ; rs (e eli roa eo] Siew | a ee . Sentinel, daily. R.G. Hornor, 
287. Only Nashvi yeng pub, Average for 1902, 2,804 (1009). 











Nashville, Christian Advocate, w’y. Bigham 
Ave’ 14.241 (929). " an News, d’y and 8’ News Pub. Co. 
aa Fee re a . | Average for 902, d’y 8,026, 8 sy y 8,805 (1011). 
Nashville, Progressive Teacher and Southw'n | 
School Journal, mo. Av. for 1902, 8,400 (930), | WISCONSIN. 
Madison, Amerika, weekly. Amerika Pub- 
TEXAS. | lishing Co.’ Average for 1902, 9,496 (1026). 


Dallas, Retail Merchant, mo. (formerly Retail | 
Grocer and Butcher). Julian ( ‘apers, pubiisber. | Milwaukee, Badger, monthly. Badger Pub. 
Average for 1903, 1,105( 8); March, 1904, 1,215. | Co. Aver. for year ending March, 85,822 (1032); 
a since October, 60,000. Rate, 30c. “a line. 
i Denton Co. Record and Chronicle, | pects eet aie 
'y. W.C. Edwards. Av. for 1902, 2,744 (945). | wilwaukee. ge vesting Wisconsin, , dy, Eve. Wis 


‘ in Co. Av. for 1903, 21 (3), December, 
El Paso, Herald, daily. Average for 1902. $903, ba 

8.245 (946). of P. Smart, Diceet Reewenpasenee, | 1903, 25,090; February, 194, 25,758 (@ ©). 

150 Nassau St., New York. n the latest issue o, Wileaukes Journal, daily dail Journal Co., pub. 

the American Newspaper Directory the circu- * y- p 

lations of the two dally p mpers of El Paso, Texas, | Av. end. Feb., » 1003, $8,504 (3h). Feb.,1904,81, 742. 

are rated. No one doubts the accuracy o the Oxhkosh, Northwestern, daily. Average for 

HERALD at the “Pi it has recently been made ap- 1903, 6,488 (3k). 

if parent that the **Times”’ tire is Sraudulent.— | iia taticoas: 
’RINT/.RS’ INK, July 22, 1903 | Raetne, Journal, daily. Journal Printing Co. 
La Porte, Chronicle, week “ly. 4G E. Kepple, | Average for 1905, 8,702 (3k). 

publisher, Average for 1902, 1,229 (oo. | Racine, ig Agriculturist, weekly. 

verage 1 As) 5 b is 
Paris, advocate 43, W. N. Furey, pub. et- eae (ck) Ade’ se i'per'inch For 1903, 


wal average, 1903, i 827 - ee 
_—_— ; Waupaca, Post, weekly. Post Publishing Co. 
Sherman, Democrat. Av., (903, dy., 1,019(2 )3 | | Average for 1902, 3,588 (1044). -All home print. 


wy., 4,250 (4). Liquor ads excluded. Solicit 
BRITISH COLUMBIA. 


clean business. 24 years under same managemeit. 
Vancouver. Province, daily. W. C. Nichol, 
UTAH. publisher. Average for 1902, for 1902, ®,987 (1051). 


Ogden, Standard. Wm. Glassman. pub. A | 
for 1902, daily 4,028, semi weekly 8,081 (970). | Victoria. Colonist, daily. ety Colonist P. & P. Co. 
| Average for 1902, 8,574 (1051). 
le 





VERMONT. MANITOBA. CAN. 


sur re, Times, daily. F. EK. Langley. Aver. 1903, 
2, 8 10 (&). Last six m months 1903, 2,886. Ww innipeg, ‘get ag iw & sot weekly. re of 
Pr 1903. laily 24 (2)3 i ida 
Burlington, Free Press. Actual dail y average | ag Ae be . , 
1903, %. &66 (3k). Circulation examined by Ass’n 18, 908(:8). Daily, February, 1904, 24,958. 
of Amer. Ad, Onty Vermont paper examined, | w tanipem, Der} Nordv: esten, German w’y. my 
Burlington, News. Jos. Auld. Actual daily | for 1903, 9,565 (+), only mediu.n tn special fle 


aver. 1903, &, 046 (2), aver. December 5,886. | NOVA SCOTIA, CAN. 
Halifax. Herald and Evening Mail. Av. 1902, 
VIRGINIA. | 8,571. Av. 1908, 9,941 (36). Dec., 1903, 11,878. 


1902, 5,098 (985). Actual ar. for 1903, 7,482 (3). ONTARIO CAN 
ps i . . 
Febly, 1904, act. aver. (ewolusive 0, extras) 8,448. Toronto, Canadian Implement and a 
Richmond, News Leader, every evening ex- | Trade, monthly Average for ; 1903, 5, 87S (3 
cept Sunday. Daily average February /, 1903, to | ss —— 
February 1, 1904,2%,414 (3%). The largest cir- | orn yi Star, daily. Average Sor 1903, 90.° 
culation between Washington and Atlanta. | 9T1 (3). February, 1904, 80,128. 
WASHINGTON. QUEBEC, CAN. 
Spokane, Saturday Spectator, weekly. Frank ; Montreal, Herald, daily. Est. 1808. Actual 
Leake. Average for 12, 5.886 (999). average for 1903, 22,515 (3). 


Tacoma, Daily News, dy. Av. °02, 18.659 (1000). | tis Monteent. La Presse. Treffle sdaily” £0,430, 


Norfolk, Dispatch, daily. Daily average for | 
| 
| 


Av. 9 mos, 1903, 14,014, Saturday issue, 17,222. her. Actual average 1902. dai 70,420, 
| Average to Sept. ist, 1903, 75,075 ( 
Tacoma, Ledger. Ry nr av. on — 717 (ED | —_. 
Sy., 15,615 (3k); wy. Aver. 2 mos Montreal. Star, dy. aaz. Graham & Co. Av. 


1904, Dy., 14,5003 ue Fe oo. seh » 9.500, S. C. | for’02, dy, 55.079, wy. 121,418 (1093). Sixmos, 
Beckwith, rep., Tribune Bldg., N. Y. & Chicago. jend. May 31, °03, dy. av. 55,147, wy. 122,157. 


—_—- The Roll of Honor is now con- 
sidered the most practical step in 
modern scientific advertising, 


There is no waste in Roll of 
= Honor advertising. 
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Comparative Cost of Ne 
Advertising in os 


(According to Rates in Force April i, hos ) 


| ae re : 

: 1] First |; | _ Editorial | Last Oo 
P a | First page| Pase eto Editorial | page sce || Last page| Page rate Run cam ra 
aper. Nene | vate per line page | per line Ali er line i 
I C ication); si per || rate per | aio , per Paper ry 7 

1903 ] f. | thousand | thousand | thousand thousan 


—|—— - 


_| —| 
= | 
POST ("178,308 || .60 | 0033 || 25 | .0014 | 25 | 0014 | 8 |) 001 
| | 
| 
| 


(morning) 





— — ed q — 


TRAVELER | | 
ea *76,666 | -40 | .0052 





20 | .0026 | 48 | 001 





GLOBE “195,554 | | | | | | | 
eee | ae \ .60 | 003!- || 35 | .001- || .30 | .00IS | 254 0012 
evening circulation | | | | | 
not pub. || | 
= | 








HERALD | comnined | si | > ry 
(morning and +419,900 || -69 | -0055 || 40 | .0036 || .35 |.0032-| 30] .002 


evening) | 


RECORD = +50,000)  .25 | .005 |) 18 | .0036 


(evening) 





| 7 
18 | .0036 | ity}, 00% 
| | 





el menos 


TRANSCRIPT | | | | | 
y men 4 $25,000 || 25 | Ol | 20 .008 18 | 


a 18 
| 


| At 30c. per line. its run of paper rate, Li 
| American would have to show 153,332 circu 7 
4 ; », 
AMERICAN Noadvertising accepted for first, last or edi- | tion to equal The Traveler rate per line pq wg 








0072 | 24}) 00 














-vening ‘i ges thousand .0019, and at 40c., position chal b 
(evening) tial added, it would have to show 191,665 circulé ip na 

| tion to equal the rate of .0019. une F 

! i 

= : a = 
* Sworn detailed circulation statement. NOTE.—It is not intewed to 
t Estimated. No sworn circulation statement issued. whose circulation is “a iw . 
é Ss —a Goss jwo-de 

t Page 7 only. Other pages 15 cents. paper press only 7 

35,000 eight-page papers pe/hour. 
daily, for three years, two thr 
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Remarks 





No discount for 
time or space. 








Average circula- 
tion, since Jan 1, 
1904, over 85,0C@), 
brings the rate 
still lower, .0012. 


No discount for 
time or space. 


No discount. 
Extra price for 

broken rules, 
cuts, borders, etc. 





At %e. = line, its rate for 
10,000 lines, The American would 
have to show 210,830 circulation 
to equal The Traveler rate per 
line per thousand .00:3. 
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Provided The 
American circu- 
lation equaled 
that of the other 


vertising quality 
of established cir- 
culation. 








fed to do any injustice to the papers 
i. The Record employs one news- 
wo-deck, four plates wide, capacity 
our. The Traveler has employed 
three-deck presses, each having a 
our, and at the beginning of the 
ird press of the same kind. Total 


he circulation named is that at- 
ald bythose competent to judge. 
— exceed 25,000 circulation. 


¥ 


The 


PRINTERS’ INK. 


33 


ROVED CIRCULATION is 
the basis of REAL rate. 


REAL RATE is the rate 
per line per thousand circula- 








tion. 





A buyer of space in Boston is 
dealing with onlyone EVENING 
PAPER at known cost — The 
Traveler — which publishes a 
sworn detailed statement of cir- 
culation. 



























The .run of the paper rate of 
The Traveler (15c) figures .corg 
per line per thousand circulation 
—ONE-FIFTH OF A CENT, 
the lowest cost circulation in the 
evening field. 


On the basis of 10,000 lines, 
(10%c) the per line per thousand 
rate of The Traveler is .oo13— 
ONE-SEVENTH OF A CENT 
—the lowest real rate of any Boston 
evening paper. 


The above rates per line per 
thousand are based upon The 
Traveler’s daily average circula- 
tion for 1903, which was 76,666. 


From October 1, 1903, to March 
1, 1904, the daily average was 
80,496. 


For March it was 86,671. 


The increased circulation is 
bonus — ACCRUED VALUE 
TO THE ADVERTISER. 


Don't lose the main fact! 








ADVERTISING DEPARTMENT 


The Boston Traveler 
FRANKLIN COE, Business Manager 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 

t# Issued every Wednesday. Subscription 
price, five dollars a year,in advance. Ten centsa 
copy. Six dollars a hundred. 

ADVERTISING RATES: 

Classified advertisements, Advertising Agents 
and Want Ad Mediums, set in parl, begin- 
ning with a two-line initial letter, but containing 
no other type larger than pearl, 10 cents a line, 

da 2, 

Displayed advertisements 20 cents a line, pearl 

measure, 15 lines to the inch ($3); 200 lines to the 


e ($40). 

for specified position (if granted), 25 per cent 
additional. 

For position (full page) first on first or last on 
last cover, double price. 

For inside of cover pages or first advertise- 
ment on aright-hand page (full pages) or for 
the central double pages printed across the 
centre margin, 50 per cent additional. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of ~~ of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest vertisement taken. Six 
words make a line. ; 

a appearing as reading matter is in- 

ree 


Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
Cuarves J. ZINGG, 
Publisher, ' . 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill. EC 


NEW YORK, APRIL 13, 1904. 


FROM AN ADMIRER. 











Every business man should read 
PRINTERS’ INK, because it is the 
highest exponent of practical, com- 
mon-sense advertising. It does not 
dream. It abounds not in finely 
wrought theories, but in facts, and 
ideas based upon facts, that have 
been tested by the standard of 
profit and loss. ; 

PRINTERS’ INK covers the adver- 
tising field. It has many imitators, 
but no equal. One reason for this 
is that it spares neither time nor 
money in keeping in close touch 
with successful men prominent in 
the advertising field. Another is 
that its editor has experience as an 
advertising man and knows what 
its readers want and how to obtain 
it. 

This is evidenced by the fact that 
the leading advertising men every- 
where are regular readers and en- 
thusiastic admirers of PRINTERS’ 
INK. 

The reading of Printers’ INK 
inculcates those fundamental prin- 
ciples of advertising that every one 
must know before advertising can 
be more than a dangerous specula- 


tion to him. By learning from the 
experiences of others one avoids 
the pitfalls into which they have 
fallen. In short, he learns what 
to do and what not to do. 

If he writes his own advertising 
the perusal of Printers’ INK will 
keep him informed of what others 
are doing and alert to the new op- 
portunities the advertising field is 
ever offering. It he employs an 
adwriter he will be enabled to 
direct his course and offer valuable 
suggestions, ins‘ead of blindly giy- 
ing his employee his checkbook, 
or, as is often the case, stupidly 
blocking him in some new idea that 
justifies a further appropriation, 

PRINTERS’ INK has acquired a 
universal pet name—the Little 
Schoolmaster. This has been given 
it by many men who owe their suc- 
cess to the first lessons learned un- 
der its tuition. It is indeed a 
teacher. Its lessons are sound, 
being drawn from practical experi- 
ence; they are thoroughly taught, 
because the human interest in the 
experiences containing them makes 
them easily remembered and ap- 
plied. They are valuable, because 
readily turned into cash. 

PrIiNTERS’ INK is also an enthusi- 
astic teacher. It believes what it 
says; it is convincing. Its pages 
have none of the dry dustiness of 
text-books and formal lessons or 
set tasks. They are refreshing and 
inspire enthusiasm. Instead of 
hard digging among dull lessons, 
you read an interesting series of 
experiences—life stories—of men 
with ideas who do things. 

Young men and women desiring 
to learn advertising can do no bet- 
ter than go to school to the Little 
Schoolmaster, or, rather, let him 
come to them. This is precisely 
what many advertising men now 
drawing handsome salaries have 
done. You can do it. Will you? 

If you act NOW you can get 
fifty-two lessons, one weekly, at 
your home—a course in advertising 
unparalleled by that of any school 
—for the small sum of five dollars. 
It is up to you to say what you will 
do with such an opportunity. A 
three months’ trial subscription 
will be entered upon receipt of one 
dollar, 
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Tue Davenport, Ia., Leader has 
been sold to the Democrat Com- 
pany of that place. 


THE Ben B, Hampton Co, is plac- 
ing newspaper copy through New 
England for Jaynes & Co., of Boston, 








Tue Frank Presbrey Company will 
handle the advertising this year of the 
People’s Line steamers between New 
York and Albany. 











THE advertising of the Marlin Fire 
Arms Co. will be placed during the 
coming year by the Frank Presbrey 
Co. Magazines and some weeklies 
will be used. 


FuLLER & JONES, of New York 
City, are advertising the Stamp Brand 
Condensed Milk in New England 
newspapers. Their advertising is 
handled by the Ben B. Hampton Co. 





From the Grain Dealers’ Journal 
(© ©), Chicago, comes a batch of blot- 
ters which, to start with, are good 
blotters. On each of them a short 
and crisp illustrated ad has place. 





TERRE HAUTE’s greatest dry goods 
house, The Roots Store, runs every 
day in the week a full-page advertise- 
ment, except on Monday, in the Terre 
Haute, Ind., Star. Roots is said to 
be the largest and most important 
house in Terre Haute and the adjacent 
field of several hundred square miles. 

Every week there are questions 
and points about advertising discussed 
in PRINTERS’ INK which are worth 
ten times the cost of a year’s sub- 
scription, and I wish that a copy of 
PRINTERS’ INK would find its way 
into every store in the country.—/John 
W. H. Buckley, New Bedford, Mass. 





Wuat is near the ideal mail order 
catalogue for a retail store comes from 
J. Blach & Sons, Birmingham, Ala. 
In twenty-four pages the stock of a 
large men’s clothing and furnishing 
store has been grouped, with such 
references as to the firm’s responsi- 
bility as will reassure the person who 
does not know Birmingham. The 
descriptions are short, and all illus- 
trated. Special attention has been 
iven to showing nationally advertised 
Ties, as Stein-Bloch clothing, Hackett- 
Carhart overalls and Stetson’s hats. 


“ How to Make a Beautiful Lawn” 
is the latest timely booklet from 
Thomas Meehan & Sons, Philadelphia. 
Besides treating of new lawns it tells 
how to rescue the lawn that is starv- 
ing to death, what to feed it, how to 
doctor with new seed, and so forth. 





IT now transpires that Oscar E. 
Binner, United States Director of 
Lever Bros., was nominated as a 
member of the Board of Directors 
of the new Federation of Adver- 
tising Interests, but through a 
mistake his name was not an- 
nounced at the recent meeting. 
But Mr. Binner belongs. 


A SENSIBLE piece of advertising 
literature in a difficult field is the 
‘* Investment Guide ” published yearly 
by the banking house of Henry Clews 
& Co., New York. It contains 110 
pages of statistics of corporations and 
securities, all conveniently arranged 
and in shape to be carried in the 
pocket. 





“‘ NEWSPAPER and Magazine Adver- 
tising” is a creditable booklet from 
the Sterling Advertising Agency, of 
Muncie, Ind., containing a brief article 
advocating the standard mediums of 
publicity. The author is O. A. White, 
manager of the agency, and the bro- 
chure has been given a very appro- 
priate touch of his personality. 





CANADA is a profitable field for 
American advertisers ; Montreal, its 
metropolis, is the most profitable 
section; English-speaking classes 
are the real money earners and 
spenders, and the leading English 
daily, the Montreal Star, is there- 
fore the best advertising invest- 
ment. The circulation of the 
Montreal Star is more than 56,000 
daily, and is larger than that of 
any other English daily published 
in Canada and larger than that of 
all other English dailies published 
in Montreal combined. The Mon- 
treal Star is delivered every day 
into ninety per cent of the English- 
speaking homes in its city of pub- 
lication. It would take several 
thousand canvassers to do the 
work that is done in one day by an 
announcement in the Star—M, 
Lee Starke. 
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THE Atlanta ews has modified the 
trading stamp idea as applied thus far 
to newspapers, and gives $15 worth 
with every $3 subscription, the sub- 
scriber having the choice of a half- 
dozen kinds of stamps now circulated 
in Atlanta, In addition he is given 
thirty guesses in a guessing contest. 


NEXT in line for an exposition is 
Portland, Ore. The celebration of the 
hundredth anniversary of the discovery 
of Oregon by Lewis and Clark will 
take the form of a centennial in 1905, 
and to. promote newspaper publicity 
and the co-operation of States and 
manufacturers the exposition officials 
have begun the publication of a month- 
ly paper, the Lew7s and Clark Journal, 
issued from Portland. It is also an 
illustrated magazine advertising the 
Pacific Coast. 





“ROLLED Reveries” is a booklet 
from John B. Rogers & Co., the “ man- 
ufacturer to consumer” cigar makers, 
Binghamton, N. Y. The shapes of 
various cigars are shown by means 
of halftones, and descriptions that tell 
of quality are clinched with prices. 
The preface is an exposition of the 
firm’s policy in selling. With this 
booklet goes a letter that is altogether 
too long, in the Little Schoolmaster’s 
opinion. This criticism might apply 
to the Rogers magazine advertising, 
which is attractive to the eye and filled 
with plenty of hard business sense, 
but needs the deft doctoring of a blue- 
pencil expert. 








THE Philadelphia Evening Tele- 
graph is running a unique line of ad- 
vertising for Wanamaker & Brown, 
of that city. Three columns wide, 
these announcements are made up to 
resemble a miniature store paper 
called Oak Hall's Telegraph, and they 
are “published every day that Oak 
Hall has clothing news to tell the 
readers of the Evening Telegraph.” 
Mock news items are printed, but all 
make some reference to clothing. 
More than three-fourths of the space 
is given up to store talk and displayed 
adlets. The copy is prepared by the 
Richard A. Foley Company, Philadel- 
phia. This agencv handles a good 
many retail campaigns in the Quaker 
Citv chief among them being William 
H Wanamaker, Scheihal’s Art Rooms, 
P. T. Hallahan and Harburger’s. 
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ANOTHER municipal campaign that 
appears to be alive is that of Toledo, 
In McClure’s for April appears a page 
ad offering free factory sites to man- 
ufacturers, with free taxes for four 
years and free switching. This adver- 
tising is backed by the Toledo Rail- 
way & Terminal Company, which has 
completed a belt line around the city 
connecting with the nineteen railroads 
that enter Toledo. In point of growth 
the city leads all others in the United 
States, it is said, having increased in 
population sixty per cent. every decade, 





“ How to Write a Business Letter,” 
is a paper-bound book by Charles R, 
Wiers, a Buffalo specialist in business 
correspondence, While no very new 
principles are expounded, the author 
deals with the principles that govern 
business letters, and gives forms of 
communications to be used in order- 
ing goods, making complaints and 
recommendations, dunning, soliciting 
trade and so forth. Those under the 
last-named head are suggestive in pre- 
paring follow-up letters, but the book 
is mainly for students, 





THE Brooklyn Zagle has compiled 
this interesting list of advertising aver- 
ages for the year 1903, the figures rep- 
resenting the number of agate lines of 
advertising published in leading dailies 
during the twelvemonth: First six 
papers in the United States—Los 
Angeles 7imes, 10,545,900; New York 
Herald, 8,880,735; Philadelphia /7- 
quirer, 7,947,300; New York World, 
7:715,871 ; Brooklyn Zagle, 7,702,814; 
Chicago Daily News (no Sunday 
issue), 7,644,900. First five New York 
City papers seven days (daily and 
Sunday)—New York Herald, 8,880,- 
733; New York World, 7,715,871; 
Brooklyn Zagle, 7,702,814; New York 
American, 5,901,178; New York 
Times, 5,207,964. First five New 
York City papers six days (Sunday 
omitted)—Brooklyn Eagle, 5,063,245 ; 
New York Herald, 4,487,945; New 
York World, 4,300,866 ; New York 
Times, 4,214,157; New York Journal, 
3,218,106. First five New York City 
evening papers six days—Brooklyn 
Eagle, 5,063,245 ; New York Journal, 
3,218,106; New York Telegram, 3,- 
000,883; New York World, 3,050,- 
181; New York Mail and Express, 
2,717,212, 
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Mr. S. H. BENSON, the well-known 
London, Eng., advertising agent, 
called upon the Little Schoolmaster 
last week, accompanied by his daugh- 
ter, a charming young lady. Mr. Ben- 
son is reputed to have one of the finest 
equipped advertising agencies in Great 
Britain, and some of the best adver- 
tisers in England are his clients. 








H. C. Brown, who has been editor 
of Humphrey's Journal, the handsome 
house monthly of the H. B. Humphrey 
Co., Boston, became a member of 
that agency’s staff during the recent 
changes. Humphrey's Journal is not 
widely circulated among professional 
advertising men, but goes to a large 
list of advertisers, and is designed to 
acquaint them with the printing de- 
partment of this old concern. 





SomE excellent ads for Colman’s 
starch, printed in English papers, have 
been gathered into a booklet by the 
S. H. Benson Agency, London. Type 
display has been depended upon to tell 
the story, the only illustration being 
the bull’s head trademark, which is 
familiar in America on Colman’s mus- 
tard. The ads are single column, with 
brief arguments and plenty of white 
space. 





“ PouLtry Principles and Practice” 
is not an appetizing title, but the con- 
tents of a booklet bearing that name 
are calculated to make the reader hun- 
gry. This is a booklet advertising the 
products of a poultry farm to the con- 
sumer. The North Shore Poultry 
Farm, at Glenview, IIl., is an extensive 
modern plant near Chicago. Chickens, 
ducks, geese, turkeys and squabs are 
raised and supplied to the consumer 
dressed. Eggs are also delivered 
throughout the year the next day after 
laying. This booklet shows views of 
poultry runs, brooders, incubators and 
so forth, and tells about the facilities 
for raising fowls amid clean surround- 
ings, fattening them in the right way, 
killing and dressing in a large cooling 
house and shipping them to the con- 
cern’s Chicago store. The text is 
winning through its very novelty and 
information. ‘Several pages have been 
filled with egg and poultry cooking 
hints from the “ Century Cook Book.” 
The booklet was prepared by Miss 
Celeste A. Hoffman, the Chicago ad- 
vertising specialist, 


Martin’s Magazine is a monthly 
business publication that treats mat- 
ters interesting to brickmakers. It is 
sent out by the Henry Martin Brick 
Machine Co., Lancaster, Pa, and 
though rather cheaply printed, is filled 
with technical articles that would be a 
credit to any regular trade journal. 
This has probably made it a success, 
for the copy at hand begins the fourth 
volume. 





Or the attempt to “size up” the 
New York special agents in PRINT- 
ERS’ INK for March 30, Mr. Henry 
Bright writes to say: 

: It is extremely amusing and likewise harm- 
ess. 


And Mr. Charles T. Logan ex- 
presses the belief: 


It was probably written by some one whose 
words are of the common gossip. 


Mr. S. C. Beckwith says that the 
worst thing about the article is that 
it fits so close in so many cases, and 
Mr. Perry Lukens, Jr., remarked 
that he had heard a good deal of 
that sort of stuff but he never saw 
it in print before. When Mr. H. 
D. La Coste was asked to express 
his views he unblushingly asserted 
that he hadn’t read the article. 





THE American farmer cleaned up 
the tidy sum of three and a quarter 
billion dollars last year. The govern- 
ment statistics are as follows: 








rr Sitenein $952,868,811 
Winter wheat.......... 286,242,849 
Spring wheat.......... 156,781,977 
ere 267,661,665 
Barley..... adits Nose cies 60,166,363 
RCs... MeRBAsy ariewee 15,993,871 
Buckwheat .........000 8,650,673 
i rere 22,261,557 
Potatoes. ooo. ssccscceee 151,638,094 
WO icic6 046% csc.0 0m 6esce 556,376,880 
MMOD cae ana aassess 555514,027 
Cotton, cottonseed prod- 
WOE FO ass Suess 400 000,000 
WOMB os sccawatsie ss #3,234,187,367 


These statistics form the basis of 
some timely advertising on the part of 
the Atlantic Coast Lists, New York. 
A recent enumeration of the country 
newspapers in these lists shows 1,450, 
distributed thus: 

Alabama, 112; Arkansas, 5; Connecticut 
14; Delaware, 8; District of Columbia, 5; 
Florida, 64 ; Georgia, 137; Indiana,1; Ken- 
tucky, 2; Louisiana,65; Maine, 11; Mary- 
land, 43; Massachusetts, 93; Michigan, 2; 
nen ah New Hampshire, 14; New 
Jersey, 77; New York, 172; North Carolina, 
72; Ohio, 37; Pennsylvania, 244; Rhode 
Island, 17; South Carolina, 53; Tennessee, 
23; Texas,2; Vermont, 10; Virginia, 55 ; 
West Virginia, 39. 





AN April-first novelty, sent out by 
the Kaufman Advertising Agency, 
New York, to remind advertisers not 
to do foolish things in their advertis- 
ing, took the form of a calendar for 
the rest of the year, each leaf bearing 
a little study in natural history. These 
had an advertising moral: 


THE RHINOCEROS is too thick-skinned 
to be easily convinced. He is like the average 
buyer. None the less an argument of heavy 
caliber will penetrate his hide. Because you 
have found the public thick-skinned in your 
advertising doesn’t signify that the copy of 
right caliber won’t penetrate. 

'1'HE PARROT can make words, but his 
tongue is not harnessed to his brain. Some 
advertising is just unharnessed words. That 
is usually because a parrot prepared the copy 

THE WOODPECKER is a bird, but he 
would make a splendid advertiser. He knows 
that constant hammering away is sure to bring 
results. : 

THE PELICAN is not an Apollo. His 
body consists largely of face. His face is all 
bill. That is why he is not beautiful. Large 
bills are never beautiful. We are not pelicans. 





THE last Sphinx dinner of the sea- 
son will be given in the Astor Gallery 
of the Waldorf-Astoria to-day, April 
13, at 7 p. m. sharp. This is the 
club’s first German night and ladies’ 
night combined. It promises to be 
the best and biggest event in the 
whole series of sixty-four dinners. A 
particularly fine musical programme, 
both vocal and imstrumental, has 
been provided by the kindness and 
courtesy of Mr. Herman Ridder, and 
includes the following well-known 
artists: Anton Schott, tenor; Carl 
Schlegel, baritone; Hans Kronold, 
cello; Herman Spilter, piano; Mrs. 
Louise Sherhey, alto; Miss Grace 
Fobes, soprano, Mr. Ridder will also 
make a short address on “German 
Newspapers as Advertising Mediums.” 
At the club’s dinner of March 9g the 
following resolution was presented and 
ordered carried over for discussion to 
the April dinner: 

Moved by Mr. F. James Gibson, seconded 
by Mr. Herbert F. Gunnison, and Resolved, 
That in view of the fact that a School of Jour- 
nalism is to be established at Colambia Uni- 
versity, the Sphinx Club does hereby respect- 
fully petition the university authorities to in- 
clude instruction in the art of advertising in 
connection with the proposed school. 

The following members, constitut- 
ing the club’s Reception Committee, 
will make people acquainted with each 
other and do the honors generally: 

James O'Flaherty. chairman ; Louis Wiley, 
M. J. Shaughnessy, Geo. B. Van Cleve, A. J. 
Meister, Jos. W. cule. Walter Hammitt, 
Thos. H. McInerney, Wm. A. Deering, Jules 
P, Storm, F. L. Perine, F, A. McNamee, 
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ON May 15 will be begun the pub- 
lication of a paper called the Ocean 
Daily, printed on the big transatlantic 
steamers while at sea. The news will 
be furnished by wireless service from 
New York, and each ship is to be 
equipped with typesetting machines, 
stereotyping plant and a fast press, 
according to the New York World, 
The paper will be made up like a 
regular city journal, and it supersedes 
many small dailies of the bulletin sort 
that have been issued since the Mar- 
coni service has been perfected. 
Sheets bearing the advertisements 
will be taken to sea, it is said, and 
the news printed upon them. A cir- 
culation of 20,000 is confidently as- 
serted in advance. The promoters 
argue that a daily circulation of above 
20,000 copies will attract a high class 
of advertising. The newspapers will 
be assured of a reader in practically 
every possenger, and ocean passengers 
as a rule are a good class to appeal 
to. Naturally hotels, theaters, resorts 
and railroads will figure largely in the 
advertising columns. 





TOOK TOO MUCH DIVIDENDS. 
A correspondent writes : 


Friday, April rst, the East Liverpool (Ohio) 
Daily Crisis discontinued publication, credi- 
tors with claims aggregating $20,000 having 
forced the appointment of a trustee to wind up 
the affairs of the company. The good-will, 
subscription books, advertising contracts and 
franchises were sold to Louis H. Brush, mana- 
ger of the Mews Keview, of East Liverpool, 
and the latter paper is therefore left alone in the 
afternoon field of a city with 20,000 population. 

Up to three years ago the Criss was con- 
sidered one of the best properties of its class in 
Ohio. It circulated about 4,000 copies daily, 
and had a strong advertising patronage, with 
the result that its stockholders were taking an- 
nual dividends of 25 per cent. When Mr. 
Rrush and his brother, H. W. Brush, now 
United States Consul at Milan, Italy, bought 
the Mews Review, March 1, 1901, their dail 
had a circulation of less than goo copies. Roth 
were aggressive young newspaper men, with a 
record of success, Louis H. Brush having built 
up the Mews, of Salem, Ohio. of which prop- 
erty he still is chief owner. E. W. Bartlett, a 
veteran newspaper man of Pittsburg, was placed 
in editorial charge. Immediately the Mews 
Review started to forge ahead, and has steadi- 
ly continued its progress with three successive 
enlargements and valuable additions to plant, 
till at the end of the third vear of the present 
management (March 1 last), an average circula- 
tion of 3,845 was proved by detailed and sworn 
statement. 

It appears tnat the Cr7s’s was not able to 
meet the vigorous competition and deserved 
popularity of the Mews Review. It steadily 
lost business and prestige till the end came 
last week. Now the Mews Rev‘ew has an 
almost impregnable position, with a guaran- 
teed circulation of 5,000 per day, 
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OVERCOMING CIGARETTE 
PREJUDICE. 


This is a story out of the past, 
but it is interesting as ancient his- 
tory, and the methods brought to 
light may be applied to other com- 
modities by those who have the in- 
genuity and ability. 

In 1897 the tobacco interests 
headed by James B. Duke made a 
first large appropriation for adver- 
tising. A department of publicity 
was established and big spaces in 
newspapers were used to promote 
cigarette sales. The first advertis- 
ing was crude, being devoted sim- 
ply to the exploitation of brands in 
billboard style. W. H. Garrison, 
a New York newspaper and ad- 
vertising man, became interested 
in the cigarette proposition, and 
went to the tobacco interests with 
a proposal that a booklet be issued 
to dispel popular prejudice against 
the so-called “coffin nail.” This, 
he maintained, was the true point 
of attack. Every day throughout 
the country the newspapers printed 
stories of men and boys. being 
killed or made insane by cigarette 
smoking. Investigation really 
showed that these stories were 
false, while scientific men who had 
analyzed cigarettes reported that 
they were no more injurious than 
other forms of tobacco smoking. 
Contrary to popular notions, the 
paper used in making them con- 
tained no chemicals or opiates, and 
the tobacco contained in them, far 
from being refuse or filled with 
flavorings, was of as good or a 
better grade than that made up in- 
to cigars or smoking mixtures. 
The cigarette had been subjected 
to many tests and researches by 
physicians and chemists of inter- 
national reputation. Their findings 
were wholly in its favor. Yet none 
of these results had been submitted 
to the public, and at that period 
there was most vigorous anti-cig- 
arette legislation in several States. 
Tennessee and Towa had just 
passed laws prohibiting their sale. 

The tobacco company thought 
Mr. Garrison’s suggestion valuable, 
but believed the pubiic would at- 
tach little weight to information 


put out in the form of advertising 
matter. The motives were too self- 
evident. Anti-cigarette sentiment 
would only be inflamed. Some 
better way of publishing the facts 
in the matter were sought, there- 
fore. Inquiry was made as to 
whether the subject had ever been 
taken up by American scientific 
societies. It was found that it had 
not. Several scientific men were 
sounded on the matter, and Presi- 
dent Clark Bell, of the Medico- 
Legal Society, New York City, 
thought the question most interest- 
ing. Arrangements were made to 
read a paper on cigarettes before 
this body, and Mr. Garrison 
searched the files of the London 
Lancet and other medical journals 
for information. His position as 
a layman made it necessary that 
all information included in his 
paper come from recognized scien- 
tists, but abundant facts were at 
hand. Professor James Dewar, the 
English scientist who liquified hy- 
drogen, had said that cigarettes 
contained no saccharine matter. 
The city chemist of Chicago, 
which had just passed an anti- 
cigarette ordinance, pronounced 
them free from opium and arsenic, 
and containing only one per cent 
of nicotine. Professor H. W. 
Wiley, since famous as captain of 
the “poison squad,” said practically 
the same. The London Lancet had 
demonstrated by means of a special 
commission of experts that the 
only foreign residue found in cig- 
arette paper was a slight trace of 
copper, due to the gilt label on the 
wrapper. Professor James F. Bab- 
cock, Massachusetts Assayer of 
Liquors, reported on cigarettes to 
the following effect: 

The Fillings— Careful and thorough exami- 
nation, both chemical and microscopic, showed 
that the specimens ccntained no opium, mor- 
phine, strychnine or other drug or poison for- 
eign to tobacco. The fillings in every one of 
the specimens, purchased by the analyst in the 
open market, were found to consist of tobacco 
aud nothing else. 

The Wrappers—Analyses of the paper wrap- 
pers demonstrated the absence of any trace of 
arsenic, white lead or other poison. The pa- 
pers were all of excellent quality (rice). One 
specimen said to be made of corn husks. These 
papers contained such elements as are always 
to be found in the plants producing the fibre 
from which they are made, and no others. . 

Dr. F. W. Robertson, insanity 
expert at Bellevue Hospital, New 
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York, said: “While I say that cig- 
arettes are the least injurious of 
the methods of smoking, I do not 
mean to say that the use of to- 
bacco is not harmful. It often jis. 
I do claim, however, that there 
never was a case of insanity which 
can be traced directly or indirectly 
to the use of tobacco in any form.” 

Statements of this description 
were embodied in an interesting 
paper called “A Brief for the 
Cigarette,’ and read before the 
Medico-Legal Society November 
17, 1897. Four reporters for 
New York dailies were present, 
and opportunities were given them 
to make notes during the reading. 
Such statements as the number of 
cigarettes made yearly in the 
United States—then about 4,000,- 
000,000—caught the  reportorial 
fancy quickly, as did a comparison 
of the cigarette with the tomato, 
which was regarded as poisonous 
so recently as 1830 in this country, 
and is still carefully avoided by 
the peasants in certain provinces 
of France. The weight of scienti- 
fic opinion brought to bear in favor 
of the cigarette made an excep- 
tionally strong case. 

Next morning the New York 
Sun published three-fourths of a 
column, and had an editorial as 
long in the Sunday issue following. 
The Herald and Times both sent 
for copies of the address and print- 
ed something like a column and a 


half apiece. The Telegram also 
printed a column. This amount of 
publicity in New York naturally 


attracted the attent'on of papers 
everywhere. Ten thousand copies 
of the Medico-Legal Journal, the 
quarterly publication of the society, 
were purchased and sent to editors 
in this country, as well as abroad. 
The paper soon provoked a discus- 
sion that crossed to England, and 
natura!ly enough the anti-cigarette 
party came into the field full 
armed. Every newspaper story 
about boys or men being driven 
insane by cigarettes was investi- 
gated, and found more or less 
baseless. In one instance where a 
boy had ac‘ually died it was proved 
that he had always been an idiot. 
In another case these stories were 
traced to a faking news agency. In- 


PRINTERS’ INK. 








quiries were sent to prominent in- 
sane asylums and to noted alien- 
ists, asking for statements as to 
whether they had ever known a 
case where insanity could be at- 
tributed to cigarettes. Forty-five 
replies were received. No case was 
reported. Results of these inquiries 
were supplied to the press as fast 
as received, and the discussion 
waxed hot. The New York Sun 
gave a great deal of space to ar- 
ticles and correspondence bearing 
on the question, and became a sort 
of storm center in the controversy. 
Matters were at white heat when 
the Spanish-American _ troubles 
came to a head and President Mc- 
Kinley called for volunteers. Some 
time after enlisting began there ap- 
peared in the newspapers a dis- 
patch from Washington saying that 
ninety per cent of the men rejected 
for the volunteer army were re- 
fused because they had “cigarette 
heart.” This news was vouched 
for by a medical examiner. The 
dispatch had gone out through 
the Associated Press, apparently, 
but on examination of the copy 
it was found that the Associat- 
ed Press had never handled a 
line of the story, and a visit to 
Washington proved that the medi- 
cal examiner quoted as authority 
had served in that capacity in the 
Civil War and been dead ten years. 
It was a fake pure and simple. 
Opponents of the cigarette then 
asked why, if it contained so small 
a percentage of nicotine, the fingers 
of every cigarette smoker were dis- 
colored. Professor J. W. Mallet, 
of the University of Virginia, with 
other chemists, was engaged to 
find out, and reported that the dis- 
coloration was due chiefly to tar 
and the products of combustion. 
It was ascertained that the nicotine 
potency of one medium strength 
cigar is equal to fifteen cigarettes, 
and that any harm caused by the 
cigarette could come only through 
excessive use. Cases cited by the 
opposition in which rash youths 
had consumed “from ten to twenty 
boxes per day” were met with the 
hard arithmetical fact that this 
many cigarettes means anywhere 
from one cigarette every six min- 
utes for ten hours each day to one 






































every eight and a quarter minutes 
for twenty-four consecutive hours 
daily. ; 

The discussion ran fully eight 
months in the daily papers. As 
advertising it was priceless, for 
since then the cigarette has gained 
rapidly in sales, and the opposition 
has ceased except in so far as 
measures to keep it out of the 
hands of youngsters are concerned. 
The cigarette has become known 
for what it really is—a form of 
tobacco milder than cigar or pipe 
smoking, and less likely to be in- 
jurious if used to excess. The ad- 
vertising brought about by the dis- 
cussion was all entirely free. It is 
said that the advertising depart- 
ment of the tobacco company offer- 
ed to remunerate the New York 
Sun for its interest in the discus- 
sion, but not a penny would be ac- 
cepted by the publishers of that 
paper. To the superficial thinker 
it may appear that this publicity 
was secured by underhand meth- 
ods, but a little deep reflection on 
the foregoing facts will show that 
there was no trickery whatever. 
The paper read before the Medico- 
Legal Society was entirely made up 
of opinions from scientists who 
were above reproach, and through 
this medium the tobacco interests 
called the attention of the daily 
papers to the true scientific status 
of the cigarette, whence it passed 
to the public. Advertisers fre- 
quently complain of harmful, base- 
less articles that are often printed 
on the same page with paid adver- 
tising of commodities that they 
hurt. If popular prejudice were 
attacked in a similar manner with 
the true facts in the case it could 
likewise be dispelled. 
+or 

It’s seldom the ad itself that 
pays—always the business proposi- 
tion. That’s why the imitator who 
steals nothing but the advertising 
is holding the bag, as it were. 

A cLEvER folder was sent out by 
the Detroit Times on St. Valen- 
tine’s Day. The first page was 
die-cut in the shape of a heart, and 
the gist of the folder was a heart- 
to-heart talk about the paper’s ad- 
vertising value. 
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Mr. Louis Witey asserts that 
the New York Jimes exceeds in 
circulation any other publication 
in New York City that makes finan- 
cial news a leading feature. 


aoe . 

THE January issue of Farm 
Loans and City Bonds, the Chi- 
cago monthly devoted to invest- 
ments, is a Cuban investors’ and 
homeseekers’ edition, giving many 
pages of information about the is- 
land's resources and _ possibilities. 
The issue also contains a large 
volume of advertising from Cuba, 
and T. P. Keator, manager of the 
publication, says that this would be 
a very profitable line of business 
for an advertising agency. This 
Cuban special contains information 
that is of the first importance to 
any one contemplating a campaign 
for business in the island. 


A NEAT placard for hanging on 
walls is sent out by the Board of 
Trade of Oakland, Cal. The 
method of distribution may be 
criticized, but not the matter con- 
tained in the argument, which 
shows by means of figures how 
Oakland’s shipping has grown 
more than 1,500 per cent in the 
past twenty years. A recent in- 
vestigation by the Oakland En- 
quirer’s launch showed 196 vessels 
of all sorts in the harbor, in addi- 
tion to 77 pleasure yachts. Detailed 
lists, with tonnage and _ half-tone 
views, are given. 

——_ +> - ——- 


Mr. SEYMOUR EATON is an ex- 
cellent adwriter, as his half-page 
advertisement in this issue of 


PRINTERS’ INK reveals. He is look- 
ing for a man, in fact he wants a 
man and wants him right away. 
When he says he wants one that 
is not “too clever” he throws a 
mighty plain hint. Mere cleverness 
is a big obstacle in the young ad- 
vertising man’s path and it cuts 
no ice with a hard-headed business 
man. What is wanted are workers, 
absorbers, wide-awake, industrious 
young men who with untiring 
energy master the daily problems 
and who are always willing to do 
a little more than what is expected 
of them. Swel!led heads, loafers 
and clock watchers better stay 
away. 


THREE OTHER CITIES. 


In further pursuance of the plan 
outlined in PriNTERS’ INK of April 
6th, Mr. W. F. Hamblin, of the ad- 
vertising agency of Geo. P. Rowell 
& Co., has handed in reports upon 
three other conveniently situated 
New England towns. They are 
given below: 

HARTFORD. 

As the capital of the State and 
the center of a big insurance busi- 
ness, Hartford, Connecticut, is a 
point of more than ordinary in- 
terest. Four dailies and one Sun- 
day paper are the important publi- 
cations. The Hartford Times, at 
3 cents a copy, is the principal even- 
ing paper. The Hartford Courant, 
at three cents, is the principal 
morning paper. The Evening Post 
and the Morning Telegram are 
each sold at two cents. 

The people in business there say 
there is no competition among the 
newspapers, because the Times gets 
all the business it wants and the 
other three take what is left. The 
Sunday paper is called the Globe 
and seems to be handled in an ag- 
gressive and progressive manner. 

I reached Hartford about noon, 
and found the newsdealer in the 


station without a copy or the 
Courant or Telegram on_ his 
counter. I looked the length of 


Asylum street for a newsboy and 
found none. 

The size and attractiveness of 
several grocery stores forced my 
attention, and I went into one of 
the largest and inquired which 
newspaper they advertised in. The 
answer was the Courant. I had 
been so sure the answer would be 
the Times, that my surprise must 
have been evident, because the 
manager hastened to add that he 
used other papers, but the Courant 
contained his largest advertise- 
ments and brought him results 
which were entirely satisfactory. 
He refused to express a decided 
opinion as to the value of the other 
local papers, except to say, for lack 
of time he only read one morning 
and one evening paper, and those 
were the Times and Courant. 

After the grocery interview. I 
met a policeman and asked for 
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direction to the largest newspaper 
office. He replied: “You mean the 
Times!” and told me how to reach 
the office. 

A man in charge of a brokerage 
office on Pearl street said the 
Courant was the favorite paper 
among his patrons, but later ad- 
mitted that he believed the Times 
to be much the better paper, an‘ 
that even financial advertising in 
the Times was bringing satisfac- 
tory results, although an afternoon 
paper in his opinion is not so good 
for readers interested in financial 
matters. 

A leading jeweler on Main street 
said he could not reach his c!1ss of 
trade through advertising in either 
the Times or Courant alone, and 
that when he advertised he found 
it necessary to use both papers. 

A very dignified old gentleman 
stood on the sidewalk on Main 
s‘reet, watching the work on some 
public building in process of erec- 
tion. We got into conversation 
and he remarked casually that he 
had been Mayor of the city. Com- 
menting on the influence of the 
local papers, he said he believed 
the editorials in the Hartford 
Courant to be of great weight. but 
that in recent years the Times 
seems to have a more live editorial 
column on current local matters. 
He said the Times was an easy pa- 
per to read on account of the ar- 
rangement of its news, and his 
only complaint was of the large 
size of the paper and the number 
of advertisements he had to skip. 

S'x street railway men were 
asked questions at different times. 
Four of them read the Times only; 
one the Courant and one the Post. 
The one who read the Post also 
read the Telegram. A man deliver- 
ing a load of coal said he read the 
Post only, but thought the Times 
was the better paper, but still not 
worth the additional cent. 

The department store of Brown, 
Thompson & Co. claims to be 
the shopping center of Hartford. 
It is a high grade store and cor- 
responds to Denholm & McKay in 
Worcester, Forbes & Wallace in 
Springfield. and the Edward Mal- 
ley Co. of New Haven. I was to'd 
in his store that the Times is re- 
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garded as the best paper, but that 
the Post carries their advertising 
a page at a time, as against one- 
half that space in the Times and 
Courant. The Telegram is also 
used to a limited extent. 

Four clerks in different parts of 
the store said they read the Post, 
three others the Times. One of the 
largest clothing stores in Hartford 
was visited, and the man in charge 
said he used all the papers, and 
that the Times cost a lot more than 
any of the rest and was worth it. 

I asked eight people in succession 
to direct me to the office of the 
leading newspaper, and every one 
told me how to reach the Times 
office. Six different druggists ex- 
pressed the opinion that the Times 
was the best paper, three others 
said they preferred the Courant, 
one other preferred the Post. By 
this time I was sufficiently con- 
vinced that the Times was the 
leading paper. I concluded to call 
on Manager Jackson, and ask for 
his opinion. He at once confirmed 
the judgment of the majority of 
those I had questioned, and pointed 
to the magnificent office as a sub- 
stantial backing of his claims. 

The management of the Hartford 
Times seems to be well in hand. 
There is a prompt alacrity dis- 
played by every man in the place. 
An inquiry in the front office 
brings forth an immediate and in- 
telligent answer. This office disci- 
pline jis carried to the point of 
heing almost ludicrous when Mr. 
Rufus Jackson snaps his fingers for 
one of his ass‘stants. 

I had occasion to ask a lot of 
anestions in regard to Hartford 
business houses. and can best il- 
lustrate the kind of answer I re- 
ceived by quoting the following 
conversation : 

“Mr. Jackson, can you tell me 
anvthing about the sale of ‘Ko- 
Koon Taffeta’ which we are adver- 
tis'ng ?” 

“T can. There is no ‘Ko-Koon 
Taffeta’ on sale in Hartford. and 
if your client wants to get results 
in this town he must send a good 
salesman here to work with the 
advertising you are buying in the 
Times.” 

“If such a man is sent, will you 


go with him to the principal stores 
in order that he may do the most 
business in the least time?” 

“Glad to at any time! The stores 
will handle the goods advertised in 
the Times 1f the terms are reason- 
able.” 

“You say you know there is no 
‘Ko-Koon Taffeta’ on sale in Hart- 
ford. Will you tell me how you 
know?” 

“By personal inquiry. I was told 
in the store of Sage, Allen & Co. 
that they know nothing about the 
goods, and had seen no traveling 
man. Substantially the same thing 
resulted on an inquiry in two other 
department stores.” 

Mr. Jackson apparently does not 
rely on his excellent office force 
for the things he wants to know. 
He receives his information at first 
hand, and being a man of action 
p.ts it to immediate use. 

I asked Mr. Jackson if he had 
joined the new association of Con- 
necticut Publishers of Daily News- 
papers. He said: “No. The Times 
is strong enough to go alone, and 
combinations of that kind are sel- 
dom a benefit. except to the weaker 
members.” He added: “Probably 
at least two of the other Hartford 
publishers are members.” 

After leaving the Times office 
I went around to the Post. The 
contrast was very marked. There 
was no one in the office who coutd 
answer my questions or even ap- 
peared to care enough about the 
matter to listen to the who'e of 
any single inquirv. A little Inter. 
outside, I was told that the present 
ownership of the Pos+ devotes 
himself more to an effort to sell 
the property than to conduct the 
business. 

The Courant office seems to he 
well conducted, but not inclined to 
make direct statements in regard 
to circulation. Still, there is an air 
of solidity about the Courant and 
everything connected with it gives 
one the impression that it is a pa- 
per of considerable importance. 

An effort to see the lady who 
presides over the Telegram was 
unsuccessful. She is said to be 
extremely energetic, and to deserve 
a larger measure of success than 
she appears to have thus far at- 
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tained in conducting the Telegram. 
Some of the Hartford people say 
the Telegram advertising rates de- 
pend on the credulity of the adver- 
tiser. 

A review of the facts would 
make it appear that Hartford 
comes rather near being a one- 
paper town, but if a second paper 
is to be used the Courant will ren- 
der good service. 





NEW HAVEN. 

Because I lived in New Haven 
six years and was concerned with 
the publication of newspapers dur- 
ing the whole of that time, it is 
possible that my opinion of New 
Haven papers will not be consider- 
ed impartial. 

About two years ago, a man 
came into New Haven and made 
an inquiry at the ticket office at 
the railroad station as to which 
was the leading paper. When he 
left the station he asked a hack- 
driver, then a policeman; when he 
rode up-town from the station he 
asked the conductor; later on he 
stopped a boy on the street with 
the same question. He completed 
his inquiry by going into the lead- 
ing department store, where he 
asked the floor-walker his question. 
and the clerks in different parts of 
the store. He was told in every 
case that the Register was the lead- 
ing paper. 

That man repeated this operation 
about the first of January of this 
year. In the railroad station he 
was told that the Union was the 
principal paper, a hack-driver said 
the Register, and the streetcar con- 
ductor said the Palladium was the 
principal paper. The newsboy said 
he sold more Unions than any other 
paper. He visited two department 
stores, and was told in each that 
the Union was the principal paper. 
All of this proves nothing, except 
that even if the Register has held 
its own, the other papers have 
moved up. 

About eight months ago, the de- 
partment stores in New Haven 
made an attempt by working to- 
gether to reduce the advertising 
rates of the Register. The man- 
agement of the Register rose to 
the occasion and said the increase 
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in circulation warranted the raising 
of rates, and that was more likely 
to happen than a reduction. 

Accordingly five leading stores 
have not done any advertising 
through the Register since. It is 
also a fact that those five stores 
are doing only a little over one- 
third of the amount of advertising 
in the other New Haven papers 
that they did one year ago. I am 
told that their trade has fallen off 
materially, but whether it is due 
to lack of Register advertising or 
cutting down of general advertis- 
ing does not appear. 

The Union makes a sworn state- 
ment of about 2,500 more copies 
than the Register claims to cir- 
culate. The Register and some 
others say this is not true, but peo- 
ple who know Mr. Troup, of the 
Union, say he is thoroughly honest. 

The Palladium bought the 
Morning News about five years 
ago, and merged its circulation. At 
that time they probably had a cir- 
culation of 4,500; they now make a 
sworn statement in excess of 7,000, 
and I think nobody questions the 
figures. Manager Hammond has 
had a large circulation corps of 
canvassers working with premiums 
during the past year or two, and 
has done much in the meantime to 
improve the news qualities of his 
paper. 

The Evening Leader is a paper 
that certainly merits more con- 
sideration than it usually receives. 
It is excellent typographically. Its 
only apparent fault is in too much 
society news. Its editorials are 
well written, and seem to carry 
weight with the Republican poli- 
ticians. The business staff of the 
paper is not as strong as it might 
be. The manager, Mr. Bolton, is 
exceedingly active, and is well 
liked by those with whom he comes 
in contact, but he does not seem 
to have the organization to follow 
up his own ideas and his own ef- 
forts. 

It is said in New Haven that it 
has gained two or three hundred 
additional circulation each month 
since the department stores began 
to fight the Register, and a portion 
of this is undoubtedly true. The 
department stores are being sup- 
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plied with several hundred copies 
each night for free distribution in 
the stores. 

The Journal and Courier is a 
paper with a sound reputation and 
a most conservative conduct. Many 
New Haven people say if it cost 
10 cents a copy instead of 3 cents 
as many would be sold. Others 
say when a subscriber dies the cir- 
culation of the Journal and Courier 
is permanently one less. 

I tried to buy the Journal and 
Courier about five years ago, and 
only succeeded in learning that the 
publisher valued the property at 
more than $50,000, and gave only 
the following reasons for not 
selling: “I do not really need 
the money, anyway, and I would 
miss the perquisites of the busi- 
ness and possiblv I would have 
nothing to do and would be lone- 
some without the paper.” Nobody 
seems to know how many copies of 
the Journal and Courier are print- 
ed, but the majority of guesses are 
in the neighborhood of 2,500 daily. 

The Union is a one-cent evening 
paper, and a good one in spite of 
its big headlines. It is run very 
economically, but seldom misses 
important news. The publisher 
says the circulation is over 15,000 
copies daily, and the newsdealers 
say they guess that figure is about 
right. Local advertisers report ex- 
ceedingly good results from Union 
advertising. 

The Register sells more than 
13,000 copies daily and is read by 
the best buying element of the city. 
The editorial columns have been 
conducted by the Osborn family 
for a great many years. The pres- 
ent editor, Col. N. G. Osborn, is a 
very strong man and a particularly 
good editorial writer. His opinions 
are held at a high value by Regis- 
ter readers. The news qualities 
of the paper are better than a great 
many papers of the same size. A 
feature is made of large special ad- 
vertising by the Register, and three 
advertising solicitors keep the pa- 
per overfilled with haif and quarter 
page displays. Judging by the 
volume of advertising carried, the 
Register is considered in first place 
by local merchants. 


While almost everybody says 


there are two papers in New 
Haven that could be eliminated to 
advantage, nobody seems to be 
willing to name which two, and it 
is quite certain that they all have 
pretty good value. The Union 
leads in point of number, the 
Register leads in point of quality 
and has a large quantity as well; 
the Palladium probably ranks third, 
and the Leader and Journal and 
Courier are read by people who 
consider them the best papers in 
New Haven. 

I am satisfied to let the facts, as 
here stated, speak for themselves, 
and to let the reader draw his own 
conclusions. 


WATERBURY—NAUGATUCK. 
With a population of nearly 
50¢90 and a surrounding tributary 
country with 30,000 additional, 
Waterbury should be one of the 
best points in Connecticut for the 
consideration of a general adver- 
tiser. This does not appear to be 
t.2 fact, as the leading paper only 

claims 6,300 daily circulation. 
Waterbury is a hard city to reach, 
as the train service from Bridge- 
port and New Haven is extremely 
puor, therefore the first question I 
asked upon arriving in Waterbury 

was what time I could get out. 
The first man addressed upon the 
values of local newspapers said: 
“IT suppose you mean the Ameri- 
ca, as it has become a habit to 
refer to it as the leading paper.” 
The form of his answer was in- 
teresting and called for particulars. 
He explained that the American 
is a 3 cent paper and is very well 
known outside of Waterbury, but 
that in his opinion the Democrat is 
the popular paper. This man was 
an insurance agent and, through 
}.'s interest in city affairs, was par- 
ticularly well posted. Another man 
came along while I was talking and 
stopped to answer a matter referred 
to him by the insurance man. The 
statement was made that the city 
government of Waterbury has been 
Democratic for the past seventeen 
years until this year. The reason 
it is Republican now is on account 
of the big trolley strike about a 
vear ago and the very strong labor 
organizations which are ignoring 
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party lines in the interest of their 
own candidates. The Morning 
Republican is a strong Republican 
paper, the Zvening Democrat, is 
pronounced in favor of the Dem- 
ocratic party, and the American 
poses as strictly independent, there- 
by being in disfavor with both par- 
ties, although the editorials of the 
American show strong Republican 
bias. 

A newsdealer was asked what 
paper sold the largest number of 
copies in Waterbury and answered, 
without hesitation, the New York 
Journal, Confining his answer to 
the city alone, he said the Dem- 
ocrat, This appears to be the gen- 
eral opinion. The American sells 
a large number of papers outside of 
the city itself. 

The leading dry goods store in 
Waterbury is that of Reid & 
Hughes. A clerk in this store said 
the American gives excellent re- 
sults, but the Democrat brings 
more popular trade. A_ similar 
statement was made by the Turn- 
bull Company, another fairly large 
department store. 

Waterbury can hardly be expect- 
ed to support very high grade 
stores. By statements made by a 
number of citizens it would appear 
that the best trade of Waterbury’s 
best citizens is done in New Haven, 
Hartford or New York. A further 
evidence of this is in the size and 
importance of the credit clothing 
houses. One of the largest in the 
business is Gately & Brennan. The 
person in charge of the store was 
under the impression that the 
greater part of their advertising 
was done in the Republican, but he 
thought the Democrat the best 
medium for their kind of trade. 

Waterbury industries are varied, 
the largest being the manufacture 
of brass goods. The brass manu- 
facture is controlled by an immense 
combination which has succeeded 
in lowering the average rate of 
wages below that of almost any 
town in Connecticut, hence the 
growth of the installment business. 
The working people are poor. 

I interviewed, in succession, two 
druggists who recommended the 
American, one who spoke in favor 
of the Republican, a clothing dealer 
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who said his best returns came 
from the Democrat, another 
clothier who believed only in the 
American, a shoe dealer who pa- 
tronizes the three papers and rank- 
ed the Democrat first, American 
second, Republican third; a jeweler 
in favor of the Republican, a grocer 
who uses the Republican all the 
time and the American a great deal, 
a policeman and a letter carrier 
who said the Democrat was the 
leading paper, a bank teller who 
would only talk of the American, 
an automobile dealer who regarded 
the Republican as the leader, and 
two newsboys who were selling 
New York Journals and said they 
also sold Republicans. 

The total of these opinions shows 
the papers to be very close together 
in matter of circulation, with the 
American standing ahead for age 
and prestige, the Democrat for 
conformity to local politics and a 
certain element of popularity, and 
the Republican with a slight lead 
over the other two in point of mere 
numbers. This is a very good 
showing for the Republican in a 
town that no one could call a 
morning paper town. The Repub- 
lican is the only one of the three 
that reports its circulation definite- 
ly to the editor of the American 
Newspaper Directory. For 1903 it 
issued an average edition of 5,846 
copies per day. 

At the office of the Waterbury 
American, Mr. Keach, the man- 
ager, treated me_ courteously, 
though he stated that he didn’t 
care to see me or anybody else con- 
nected with the American News- 
paper Directory. He said foreign 
alvertising is not desired by the 
:ianagement of the American, and 
that the only class of business 
really worthy of consideration is 
siiall, fixed spaces, seldom changed. 
run always in the same position 
and at a fixed sum per month. This 
is very far from the modern ac- 
cepted tenets of advertising. Mr. 
Keach complained bitterly of the 
injustice done the American by 
the American Newspaper Direc- 
tory, but when asked if he would 
comply with the requirements of 
the editor of the Directory, said 
certainly not; he would not make 
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a detailed statement because he had 
no time for anything of the sort. 
A few minutes later he showed, 
with evident pride, a printed blank 
for circulation reports by weeks. 
It was no use to point out to him 
that the transcription of these 
blanks, sent to the American 
Newspaper Directory, would give 
him exactly the rating he claimed. 
He said the Directory would never 
get such a statement, that he was 
absolutely independent of anything 
of the sort, didn’t need it and didn’t 
care for it. He characterized the 
statements made by the circulation 
department of the Republican as 
heing outrageous lies. It was my 
impression by this time that Mr. 
Keach had a special manner re- 
served for foreign advertisers; but 
this cannot be so, because a local 
advertiser came in to protest 
against some error and didn’t get 
as good treatment as I was re- 
ceiving. The whole independent 
attitude of Mr. Keach brings to 
mind the story of the man who sat 
into a poker game while his friend 
went out to warm his feet. When 
he came back he was impressed 
that his substitute was putting up 
a pretty stiff game, and so remarked 
when an opponent raked in the pot. 
“That’s all right,” said his friend; 
“if you furnish the money you'll 
find I've got the nerve.” It would 
be interesting to see Mr. Keach 
conducting a newspaper of his own. 

At the office of the Democrat I 
found Mr. Maloney in charge. He 
seemed disposed to answer fairly 
any question regarding his circula- 
tion, and he convinced me that he 
undoubtedly has more than 5,000, 
as he claims, although the Direc- 
tory editor finds him nearly as reti- 
cent on this subject as Keach 
is. If Mr. Maloney was as much 
a newspaper man as he is a politi- 
cian, the Democrat would soon be 
the principal paper of Waterbury. 

When J visited the office of the 
Republican, 1 didn’t find Mr. Pate 
in. It was a very businesslike 
place, however, and the people in 
charge showed a prompt courtesy 
that made it appear that they take 
good care of their business. The 
Republican is the only Waterbury 
paper having a New York special 


agent and the grade of foreign ad- 
vertising they carry is first class. 

The only town of any size out- 
side of Waterbury supplied by pa- 
pers of that city is Naugatuck, 
where there are nearly 12,000 peo- 
ple. There is also a local paper in 
Naugatuck ealled the News. It is 
published daily and confines itself 
in news and advertising almost ex- 
clusively to its home town. It is 
evident that this whole section is 
very well supplied with New York 
papers and that very few New 
Haven, Hartford or Bridgeport 
papers are on sale in Waterbury 
or Naugatuck. 


Because it is difficult for an a/- 
vertiser to judge of newspaper 
values at a distance, without direct 
information from a man on the 
spot, and because of the difficulty 
cf securing information from a 
local source that will be free from 
local color and prejudice, PRINT- 
Exs’ INK has for some time been 
engaged in perfecting a plan where- 
by this desirab!e sort of informa- 
tion may be spread before all the 
Little Schoolmaster’s pupils, among 
whom are to be counted all per- 
sons interested in newspaper adver- 
tising in every part of the habitable 
globe. 

The slow progress made by the 
American Advertisers’ Association 
in gaining information of this sort, 
together with its more successful 
efforts to embalm its discoveries 
and hide them from human sight, 
has made it apparent that if some 
one in whom the advertising com- 
munity has confidence could be in 
readiness to prosecute such in- 
Cuiries, at short notice, whenever 
and wherever called upon, and to 
publish the result, the outcome 
could not fail to be of tremendous 
moment to general advertisers and 
to the highest class and most de- 
serving newspapers. 

It has therefore been decided 
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that as soon as the next issue of 
the American Newspaper Directory 
appears, which will be within a 
very few days, “PRINTERS’ INK, in 
connection with the publisher of 
the Directory, will attempt to in- 
augurate and pursue the requisite 
inquiries concerning the compara- 
tive importance of the three or four 
hundred towns in the United States 
in which daily newspapers are 
printed, and the relative value to 
advertisers of the daily papers 
issued in them. In their efforts 
they hope to receive the aid and 
encouragement of those most likely 
to be benefited. 

In this connection PRINTERS’ 
INK asks additional attention to 
the advertisement printed below, 
which has already appeared twice 
in the want columns of the New 
York Herald and also among the 
want advertisements in PriNTERS’ 
Ink for March 30 and in connec- 
tion with the first of this series of 
articles in the issue of April 6th: 
We ds ant sataing i tes airiouan 
rting and advertising work, 
LT ae I oy 
hewspaper ana .dvertising conditions as they 
completed, i shout cue year, Give relsecsces 

fate training, fitness and sa expected. 


salary 
Address PRINTERS’ INK, P. O. Box 672, New 
York City. 


of newspaper re 


$+ 
CONSULT A BOUND VOLUME 
OF PRINTERS’ INK. 
Flora Ave., Maplewood, 
St. Louis, Mo., March 21, 1904. 
Editor of Printers’ INK: 

Will you please inform me as to newspaper 
circulation? What is bona fide circulation, 
acceptable and recognized as such? Do 
sample copies constitute circulation ? 

Epwarp Murray. 

On page 14 of PrInTERS’ INK 
issue of September 9, 1903, the in- 
formation asked for will be found 
fully set forth. 





“Young man,” said the head of the 
biz store, sternly, “this lady says you 
acted discourteously.” 

“T only spoke the truth, sir,” faltered 
the new clerk. “‘She wanted to know 
what was the correct thing in gloves.” 

“What did you tell her?” 

“I told her that her hands were.”— 


tkS’ INK, 


A CORRECTION, 
New York, April 5, 1904, 
Editor of Printers’ INK: 

There has been a mistake made in a small 
notice which a aoe in issue of March 30, 
1904. It should read German papers instead 
Scandinavian papers. 
in your next paper. 


Please make correction 

Very truly, 

- K, Kvesann, 

Special Eastern Representative of the Adver- 
tising Mediums of the Germania Publishing 
Co., Milwaukee, Wis. 


eS >. 
Classified Advertisements. 
Advertisements under this head two lines or more 


without display, 10 centsa line. Must be 
handed in one week in advauce. 


w WANTS. NTS. 
OMPETENT job printer ‘printer wanted. Permanent 
employment. REC ORDER, Catskill, N. Y. 





\ J ANTED—A good, salable mail-order article. 

What have you to offert No trash or 
worked-out articles “oe A. M. Me NEIL, 1282 
Bergen St., Brooklyn, N. Y. 


 ewiel D’S NEWSPAPERMEN’S XCHANGE. 

established 1898, represents competent work - 
ers in a.l departments. tend for booklet. 368 
Main St., Springfield, Mass. 


DVERTISING SOLICITORS wanted Active, 

bright, business getters. Goud commissicn. 
Old. reliable drug paper. Address RETAIL 
DRUGGIST, Detroit, Mich. ic 


W ANTED—An expe xperienced newspaper man 

who knows how to get business desires to 
represent a standard publication in Chicago and 
the West. Address “CHICAGO,” care P. I. 


pre {SS WANTED by daily to handle fifteen to 

twenty thousand circulation. \\ ill consider 
second-hand (Ae oa standard make in 
Al condition. Address “C.C.C.,” care this paper. 


Wi Anten— A Harris Rotary Job Press; must 
be in good condition. Write, iving full 
particulars and year purchased, “HAR RIS,” care 
Printers’ Jnk. 


EPRESENTATIVE for monthly Cement Jour- 
nal; resident advertising solicitor in N. Y., 

Phila. and Boston. on commi-sion basis. Address 

NATIONAL CEMENT REVIEW, Bay City, Mich. 


gu SCFSSFUL advertising man, at present ad- 

vertising manager with large retail house, 
desires change. Capable earne st, energetic. 
New York preferred. “H. H..” care Printers’ Ink. 


N ANUFACTURERS, chi vag and Inventors 

—Kindly send — es or circulars of 
moods of merit, with quan ity prices, toa good 
eld. CROSS & C CO., Box 75, South Hampton, 
N. Y., Dept. B. 


J ANTED AGENTS—We have them that sold 
our = in three hours. ade seven 
dollars Nee end $1.25 for three-dollar outfit. 
DEP’T A, THE “GOOLSPEED MFG. CO., Ann 
Arbor, Mich 


gee BU SINESS! !! OBTAINS INTER- 

Ww !'!—Our novel Advertising Novelty. 

Used by everybody. NEVER THROWN AWAY! 

ines mailed 10c_. PENCIL ADVERTISING 
, East Orange, N. J. 


ANTED—A case of bad health that RIPANS 

BULES will not benefit. A hundred 

millions of the Tabules have been sold in a single 

ear, and a package containing ten can be 
bought at any arug store for five cents. 


HE attention of ambitious advertisement 
writers is directed to the offer in this is-ne, 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


EASONED man ‘of ideas and resourceful 

worker wishes to demonstrate capacity for 

pr ae oe on medium of known 

circulation. roposition must stand critical 

analysis--be substance, not shadow. ‘“CON- 
STRUCTIVE.” Box 206, Spring field, Mass. 
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ONE than 225,000 copies of the morning edi- 
} tion of the World are sold in Greater New 
York every day. Beats any two other papers, 


DVERTISING DESIGNER po alg _——, 

Ori a, common sense r% ‘tical 

yroot teferences, F. A. “SHURTLEFF, 
New Bedford, Mass. 


YANTED—An advertising man to take posi- 
W tion of advertisin ne manager on first paper 
in city of 100,000 in Mid West. He must know 
the art of advertising, and know how to talk it, 
and must know apply wh of the foreign field, 

None need ipply who are afraid of work. 
Address “Z. Y. X.,’ Peareot Printers’ Ink. 


ARTNER WANTED—Sell third interest well- 
established newspaper 50 miles Phila. En- 
tire plant new. Owner, not a print, needs partner 
take charge composing room. Not question of 
price as much as kind of man and ability as 
printer. If can put up $500 cash, giving secured 
note $2.000 additional. "investigate this. Address 
“PARTNER,” care Printers’ Ink. 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 

and ad managers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
pm i ublished weekly at 10 Spruce St., 
New York hi ch advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 
ERS’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


DVERTISEMENT WRITERS, especially be- 
ginners, will have an exce Bi onal 0} a 

nity to demonstrate their ability and make 
money by writing to us. We will tell you how 
to start a business of your own at home which 
will do more to establish your reputation as an 
adwriter than years of ordinary experience 


Write to-da pio 
ELLS & CORBIN. 
Suite = 2219 Land Title Bidg., 
Philadelphia. 


W WANTED FOR AUSTRALASIA. 
Bi the exclusive rights for Australia 
Jand for novel and up-to-date ar- 
ome Paneer for mail-order business. We are 
represented in each large city by capable men 
and have special facilities for advertising and 
placing goods to the best advantage. Send 
along samples and full particulars. Only exclu- 
= rights for Australia and New Zealand enter- 


ned. 
ie CAPILLA PROPRIETARY , LTD., 164 
Pitt Street, Sydney, N.S. W. , Australia: 


A ARE OU SATI- FIED 
with your present position or salary! If 
not, write nearest office for booklet. We have 
openings for managers, secretaries, advertisin; 
men, newspaper men, salesmen, ete. Technica 
clerical and executive men of all kinds. High 
grade exclusively. 
HAPGOODS (INC.), 

Suite 511, 309 Broadway, New York. 

Suite 815, Pennsylvania Bldg.. Phila. 

Suite 529, Monadnock Bidg., Chicago. 

Suite 1326, Williamson Bidg.. ‘Cleveland. 
Pioneer Bldg., Seattle. 


7 ANTED—Clerks and others with common 
school educations only. who wish to qual- 
ify for ready positions at $35 a week and over, to 








endorsements from leading concerns eve 
bape a One graduate fills $8,000 pace another 
$5,000, and any number earn $1,500. The best 
Clothing a writer in New York owes his suc- 
cess within a = months to my teachings. WVe- 

mand exceeds ae 

GEORGE H. PO ELL, Advertising and Busi- 

ness Expert, 82 Temple Court, New York. 
LL THE ADVERTISING BOOKS submitted 
“on approval” to Bank or Commercial Ref- 


erenced inquirers. 
TWENTY Practical Books, 
All the Good Ones. 
State business or line of advertising, 
WILSON PUB. CO., ASHTABULA, O., U.S. A. 
EXCLUSIVE AD BOOK PUB. & DEALERS. 


A DVERTISING MAN wanted, by a large Phila- 
delphia house, to prepare n-gezine, book- 
let and fnaipoelasieotia copy ‘supervise thé priat- 
i g, handle correspondente, “An extieri- 
enced man who can produ fir bod work will 
have the right kind of an opportunity to —_ 
on asmallsalary avd Dam pore up toa la 
one. The size of the sala be regulated i 
the degree of proficiency, + cane age, experience, 
salary required, give references, and send sam- 
ples of work with first letter. Failure to make 
an explicit and acai Dy J to this ad he 
indicate a lack of llity. “N.A 
care of Printers’ Ink. 





++ 
ADVERTISEMENTS WANTED. 


ARDWARE DEALER»’ MAGAZINE. cad 
lation 17,000, 253 Broadway, New Yor 
or—__— 





CLASS PUBLI CATIONS. 


ARDWARE DEALERY’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 


> 








PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINK. Circu- 
lation 17,000. 253 Broadway, New York 
2 
TRADE JOURNALS. 


lk ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 


COIN CARDS, 
3 PER 1,000. Less tor more; any print 
THE COIN WRAPPER CO.. Detroit, Mic 
MAILING MACHINES. 
(THE DICK ny MAILER, lightest and 
quickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 
—— er 
CARBON PAPER, 
. ON-SMUTTING, non-blurring carbo: 


samples free. WHITFIELD’S Cale ON 
PAPER W ORKS, 123 = New York. 





R UBBER STA MPS. 


proars CENTS pays for a rubber stamp fac- 

simile of your signature. oe stamp under 
3 inches, 10 cents a line. All wor yeas 5 
Ask for catalogue. A. EMBREE PRINTING CO., 
Belton, Tex. 





o> 
FOUNTAIN PENS. 
OUNTAIN PENS—Complete line; 14-karat 
gold, iridium points; hand-made hard rub- 
ber barrels; wholesale only; prices from ¢& to 
$27 per doz; * Cs M. J. AVERBECK, Maker, 19 
Maiden Lane. N. 


— 





JOB PRINTING SPECIALTIES. 


\ —, One (only) newspaper in sey 
town to handle the Ledgerette in” 
printing department Every le tie in job 
vermanent customer for printed statements. 
. R. ADAMS & CO., Detroit, Mich. 


a 
NEWSPAPER METALS. 
LATCHFORD’S MEtAt—No. 3 Stereotype, 
Perfection me Linety Ree Monotyi e, 
tc.,etc.—are MAN URED EXCLU USIVELY 
IN CHICAGO by E. W. BLATCHFORD CO., 54-70 
Clinton St. (“A. Tower of Strength.”’) 
i 
TO PUBLISHERS. 
BOOM advertising in local papers at $7 per 
day and often secure $500 per week. Write 
for particulars and dates. Address HAMILTON 
DOUGLAS, care Printers’ Ink. 








BULLETIN BOARDS. 
ALL BROS., 115 Dearborn st., Chicago, ll. 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for reut on all railroads entering Chicago. 








DESIGNERS AND ILLUSTRATORS. 


¥ Ds GNING, itlustrating, engrossing, illumi- 
natrg,-ertg.aving, lit graphing, a art print- 
je. Tdkh # WESLEY STUDLU P N.Y. 
~~. 


TYPEWRITTEN LE TTERS. 


RIGINAL letters individually ty 4 written 

Send specime n and I will quote rice. 

MARY a” HELL, 342 Townsend St., New Bruns- 
wick, s 


ee 
BUSINESS 0. OPPORTUNITIES. 


Po ACITY promoters will find our newly 
—, ag advertising device a big 





lication. 
ANY, 916- 


Particulars on &@ 
COMD ERC TAL DEVELOPMENT CO} 
N. 30th Street, Phila. 


oo —___—_ 
ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used mn 
4 the Wallace stencil addressing machine. 
card index system of addressing used by the 
largest publishers throughout the country. Send 
for circulars. WALLACE & CO., 29 Murray St., 
New York 


—__+o 
NEWSPAPER BROKER, 


I UYERS and sellers of newspaper properties 
vet together to their mutual advantage, 
without publicity, be my successful methods. 
Large list of properties and long te 13 | buyers. 
Can | be of assistance to yout B. J. KINGSTON, 
Michigan Newspaper Broker, Seabees. Mich. 





> 2 
INDEX CARDS. 
E VERY modern business “nowadays uses the 
Card Index system. We are manufacturers 

and retailers of — ¢ — Guides, etc. 

for sample sets anc gete 
STANDARD {NDEX CARD CO., 
702 Arch St., Philadelphia, Pa. 
i.e 


Write 





RELIGIOUS MONTHLY MAGAZINES. 


MpHE RECORD OF CHRISTIAN WORK, East 
Northfield, Mass., settles the question of 
circulation by sending a fac-simile of sworn 
statement made for the Roll of Honor. Seventy 

r cent of the circulation is concentrated in 

he North Atlantic and North Central States, 
where the average annual income is highest 
and where 93 per cent of said income is spent. 
Write for booklet, ‘Facts and Figures.’ 


PROPRIETARY REMEDIES. 


'.HE BLUE GLASS INHALER. A new thing. 
For all those things for which an inhaler is 
‘00d, —_ is the best that ever was. It isa germ 
destroyer and nose opener, a remedy for colds, 
tonsili tis, bronchitis, asthma, hay fever and 
every disease of the throat, nose or ‘air passages. 
Better than a gargie for sore throat. Sold tor 50 
cents. Sent by mail by the manufacturers on re- 
ceiptof price. Address THE RIPANS CHEMICAL 
COMPANY, No. 10 Spruce 8t., New York. 





ADDRESSES FOR SALE. 
iy 4518 R. F. D. route names; Ohio, $1; 
Z. X. COREY, Marysville, Ohlo. 
100 UP-TO-DATE Farmers, best in 4 coun- 
ties,25c. S. 1. HAGELBARGER,Akron,v. 
¢¢rPEACHERS MAKE GOOD AGENTS”—Ruy 
= guaranteed list of over 3.000 teachers 

i 


now teaching in South Dakota. Price, $2 per 
thousand, or $5 for the compicte list. Neatly 


new 





typewritten. Address JLLEN, Supt., 
Millbank, 8. D., Box 456. 
pallitineseeciniaie 
PRINTERS. 


\oop printing done by CLARK & ZUGALLA, 
¥ Good Printers, 88 and 90 Gold St., New York 


OOKLETS, Almanacs ahd Catalogues. Million 

16-page for $1 per = complete. Other 
sizes in proportion. Wri 

STF WART PRESS, Chicago. 


pea a non-inflammable substitute for lye 

and benzine. Will not rust metal or hurt 
the hands. aye ard improves the suction 
of rollers. For sale by the — Made by the 
DOXO MANF"G. CO., Clinton, } 


PRINTERS’ INK, 


HALF-TONES. 


TE ‘would like to estimate on your half tones 
‘ sither for the newspaper or other work, 
STANDAKD ENGRAVING CO.,61 Ann St., New 


yor’! 





Nee EWSPAPER HALF-TONES, 
; 3x4, $1; 4x5, $1.60. 
Delivered’ w = h, cash “accompanies the order, 
8end for samples. 
KNOXV TLLE ENGRAVING CO., Knoxville, Tenn, 
+> 





DECORATED TED TIN BOXES. 


THs HE appearance of a packs a ps kage ofttimes sells it, 

You cannot imagine how beautifully tin 
boxes can be decorated and how cheap they are, 
until you get our samples and quotations. Last 
year we made, among many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “Do It Now.” It is free; so are 
any anes you may desire to see 

RICAN STOPPER COMPANY, 
161 Water Street, 

Brooklyn, w York, 
oon largest maker of Tin Boxes Cains of the 

ist. 


HOUSE-TO-HOUSE DISTRIBUTING. 


I AM placing millions of pieces of advertising 

matter from house to house throughout the 
entire United States for many of the leading and 
most conservative general advertisers. Last 
year I placed over seventy million pieces, 

I offer all advertisers the only proven national 
distributing service that has made good. No 
small boys or bill posters connected with my 
service. Only men who make distributing their 
exclusive business 

If you have never tried my line, tell me what 
you have, territory you cover, and let me make 
a test distribution. 1! know something about 
selling, trade conditions, etc., and will not ac- 
cept your order if I donot think I can make it 


pay you. 
WILL A. MOLTON, 
National Advertising Distributor, 
Main Office, 442 St. Clair St., 
Cleveland, O. 





BOOKS. 
ae THAT PROTECT—72-p. book mailed 
ree & A. B. LACEY, Patent and 


Trade- Mark. heptcle, Washington, b.c. 





I EST FOR PRINTER, ADVERTISER, AD- 
WRITI:R—“Points for Printers”; ’ 4 Pp. 
“Most practical, compact, complete Printers’ 


Manual,” “Full of oa 
25c., postpaid. W. 
Dayton, Ohio. 


WHEN PAPA RODE Te GOAT. 
CARLETON PUB. C OMAHA, NEB., 
e have issued a co) sprithned book with the 
above title, illustrated ails 100 colored engrav- 
ings, which is the most comical work of the 
kind we have ever seen. e advise our readers 
who wish to have an ne to drive away the 
ev ok - send 25 centsfor a copy to the above 


ideas and good values.” 
LOCHER, Tecumseh St., 





PEIN’ TERS may have my copyright lodge cut 
catalogue free 
—__+ ->—_ — 
PRE eMIUMS, 


T RINER SCAL ES make useful premiums, com 
plete line. Send for catalogue. TRINE 
SCALE & MFG. Co., 130 130 8. Clinton St., Fang 


TOUNTAIN PENS are always in demand for 
deh ees BIE, pee are guaranteed perfect 
—4-k. ducement for quantities. 
Write T Oia som S122 Groveland Ave., Chicago. 


YON & HEALY'S NEW PREMIUM CATALOG, 
now ready, contains musical instruments 
of ail descriptions. including a special cheap 
talking machine; §20,000 worth of our mandolins 
and guitars used in a single year by one firm for 
premiums. Write for catalog. PREMIUM CLERK, 
Lyon & Healy, 199 Wabash Ave., Chicago. 
YELIABLE goods ar» trade builders. Thou- 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale deaiers in jewelry and kindred 
lines, 50¢-page list price illustrated catalo gue, 
published annually, 32d issue now reads; 
>. F. MYERS : 0.. 46w, 48-50 52 Maiden Lane, NY Y. 
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ILLUSTRATORS AND ILLUSTRATIONS. 


NIOR & CO., Wood Engravers, 10 Spruce 
. —* New Yori. — mood and prompt. 


PUBLISHING BUSINESS OPPORTUNI- 


HE cmpeneion of | aang 
In the last few years 

Has been very grea’ 
It means ane printers? ink 
Is to do in the selling of ——— 
What the steam e’ e has d 
In manufacturing and atest them. 
‘The man who owns the go edium 
is right in the center of the stag 
So far as the profits are concerned, 
In this great distributive evolution. 

A good needed oo 
tt fairly well condu 
Just grows from natural ‘causes. 
There are some good fields 
Not yet properly occupied 
Where splendid property can be made 

‘bn small se! -— — 

all hand panedple Fn 2s 

handle uu att 
: -! EME = ny °. “HARRIS, 

Orga: vand Seller of 
Periodical vpablishing Property, 
Broadway, New York. 
peti cnet 


SUPPLIES. 


NEWSBOY! S’ BAGS--Your ad on both sides. 
iN strong cotton drill, with shoulder strap, 
100 for $8; sample mailed 10c, BEMIS BAG CU., 
Omaha, Neb. 


y D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce S8t., New York, sell more mag 
4 cut inks than any other ink bouse in the 
trad 
Special prices to cash buyers. 


OXINE—A non-inflammable type wash. A 
substitute for lye and benzine. 12e. La 
und. Let your jobber put in an 8pound c 
with your next _—. Makes the old Follers like 
new. Made by t 
DOXO ANG CO.. Clinton. Ia. 


ASTE users are offered an innovation in the 
dry powder known as Bernard’s Cold-Water 

Paste. ewspapers, png sed hangers, cigar 
ay ms oper pe paper box factories, peckers who 
use labels and all who use paste in any quantity 
immediately realize its striking advantages. 
Packed in neat boxes, can be kept for months in 
the office, with no waste, no dirt, no sour-smell- 
ing odor, no ee Ads —d- to soil everything they 
touch, and it i ly to use instantly by 
simply mixing with. on Water. If interested, 
write for a sample and copy of letter telling why 
the ao Ng my Co. a opted its use in their 
Sevann Ga., factory. RNARD HOLMES 
AGENCY, "46 North State 61 St, "Ghiooge, ml. 








FOR 84 ‘SALE. 


OMPLETE country newspaper and jobbing 

equipment; everything in excellent condi- 

tion; must be sold at once. One hour from city; 
bargain. “OWNER. = .” care of of Printers’ Ink. 


OR SALE—Finel y equipped daily news 
plant; material almost all new; in cit; 
15,000 population; doing good business; right = 
ean buy cheap. Address Box 345. Kenosha, Wis. 


OR Sale interest or entire capital 
f New England ate oe ine = 
130.000. i ublican. as ast worth 000. 





Daily, Sunday and Weekly. B. ROBINSON, 
Natick, Mass. 

OR ye _ ll-equipped “ne pam of 

1,000 Ibs. 500 Ibe of 9 Be ee 


about’ 75 pon Me x 250 fonts of d ok. type, 6 
double stands, 4 stones 40x77, 8 cabinets; 4 galley 
wall racks, quoins, lead gutter. sticks, all in 
first-class order, Address H. A . BECKWITH, 110 
¥. Randclph St., Chicago. 


OOK PUBLISHERS, retiring, have about 500 
original engravings. ha f-tone and lire 

work, for saleat two cents per squareinch;all re- 

roductions from famous paintings; all sizes, 

x6 to 10x12; have no proofs; ere Pps 

must tall to see ae 7 we will send five dol- 
lars’ worth or more c. 

OPTIMUS PUBLISHING co, 
194 Broadway 


New York. 


FOREIGN MONEY. 


END for latest Eg oro on foreign monies 
and mutilated Ameri nso ae Highest 
prices paid. hanes it remitta’ 
Postage ae ught t and. sold ” a discount, 
CLARKE BROTH 
Bankers, 158 Nassa 
New “York, ‘Eatablished 1840, 


ADVERTISING MEDIA. 


CENTS per line for sertiens in THE 
JUNIOR, Bethlehem, f 


ARDWARE DEALERS’ eames oe 
lation 17,000. 253 Broadway, New York 


A= GUIDE, Newmarket, N. J. A 
postal card request will bring sample copy. 


A™ you anybody! Then advertise in ANY- 
BODY’S ‘eepeenmenmed Peekskill, N. Y. Copy 
and rates free 


NY perscn advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 


OWN TALK, Ashland, Oré Oregon, has a guaran- 

teed elreulat - of 5500 coples each issue. 
Roth other Ashla: on are rated at less than 
1,000 by the Amertonn un Newspaper Directory. 


HE BADGER, 300 Monty Montgomery Blidg., Mil- 

waukee, \W1s.,a family monthly, circulation 
general, 60,000 copies, rate 30 cents a line. 
Close the 23d. Ask your agency about it. 


1,000, 00 TRAVELERS can be reached 
9 monthly through the eastern 
and western sections of the Travelers’ Railway 


Guide. Write for particulars to 24 Park Place, 
N. Y., or 158 Adams St., Chicago. 


INCHES 1 month in 100 Illinois country 
weekly newspapers, Total circulation, 
100,000 weekly. Catalogue on application. We 
have other lists in the Middle West. CHICAGO 
NEWSPAPER UNION, 10 Spruce St., New York. 


100, 00 GUARANTEED circulation, 25 
cents a line. That’s what the 
PATH Fi INDER offers the advertiser every month. 
bin gee by all leading mail-order firms. If 
ou are advertising and do a ae of the 
PATHFI NDER, you are missin; pe good. 
Ask for sample and rates, T RI PATH! ER, 
Washington, D.C. 
———_+or—_———_ 
ADVERTISING NOVELTIES, 


DOCKET eee 4x7, 1,000 for ie includin, 
ad. Wear like leather.” NK & SUN, 
Printers, 5th above Chestnut, Philadel 4 


3 NEW y Atvertising Novelties—A 4 Coned aes, 


a Nail File, anda jooumpick Case 
10c. Agents wanted. J. YON, Sie, gon. 


°° Meee WALLET”—the advertising 1 nov. 
lty. han ap and pe een 

Traveler” catalogue, 4c. T SOLLIDAY S NOV. 

ELTY ADVERT ING WORKS, Knox, Ind. 


“SIGN OF THE TIMES”—The Pulveroid 

Sign. Best for ae our business, 
Write for sample Yt ‘a § F, PULVER 
CO., Rochester. N. Y. Buttons, Cellulcid Adver- 
tising Novelties, etc. 


7 RITE for sample and price. new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man. TiiE 
WHITEHKAD & HOAG CO., Newark, N. J. 
Branches in all large cities. 


Ts Parisian Weather Indicator is seen often- 
er, lasts longer and attracts more attention 
than any other advertising novelty yet ake ae 
Can be mailed in ordinary envelope. Samples 
ALFRED HOLZ AN, Greenville, — 


REMIUMS OR CONVENTION SOUVENIR: 
made from nails. They’re attractive, —_ 
stantial and cheap. Sample, a World’s Fair 
souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, O 


GEND 50 CENTS for a sample of the finest little 
OO advertising novelty, subscription —_ 
and convention —, ever bffered to 
lishersand advertise: A LOOSE LEAF ER. 
PETUAL VEST- POCKE T MEMORANDUM BOOK 
———— new and up-to-da Special prices 
pb nem ge Do not fail to investigate carefully 
send 50 cents for sample book. Agents 
wanted. a owas FILE & LEDGER 
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ENGR. Al ING. 
gone ENGRAVING, 02. he Slbsteny Mo a 
and Engraver: 
SIGNS FOR 1 ADVER! ERTISERS AND NUBLISHERS. 
PAPER. 
B BASSETT & SUTPHIN, 
45 Beekman St.. New York Cit 


Coated papers wig pgceene — +4 Perfect 
White for bigh-grade catalog catalogues. 


G GOOD CARBON PAPER. 
X Something you could use ali day long with- 
out soiling the bands; something with which 
you could make clean, » brilliant copies 
and that wears like iron 
PHILIP HANO & CO., 
806 Greenwich St., New York. 
315 Dearborn St., Chicago. 


A AVOID ALL BUSINESS TROUBLES. 

Use the ae Business Systems made 
by Hano. We make everything a banker, whole- 
sale or retail merchant needs in duplicating 
schemes, 7“) we “Ty pag wheve fer: for business. 


ae | eh St, ow York. 
15 Dearborn St., Chicago. 


——- +0 
MAIL ORDER. 


OR 50 cents I will send you a legitimate 
scheme that brought me 285 mail orders in 
30 days. KARNS, 1017-171 La Salle St., Chicago. 


Dp" PAY $5 for a sche Tore For 50c. I will 
send —_ a book of €. 53 of the best money- 
m schemes ever pu 
ane NED ne HOLMES, 


xington, Nebraska. 


ANTABIG MAIL! We make it. We poem 
your name to 500 firms over the U. 8., re- 
a samples sent to you. The ag mall 
fe etter out. Only fifteen cents. KISKI M 
NG LIST, Jessup, Md. 


GO INTO THE MAIL-ORDER BUSINESS. 
| have an unusuaily clever mail order idea 
that brought me a clear profit of $321 in a little 
over three weeks on an investment of his 
“idea” can be worked on a larger ors ler scale 
and will yield proportionate returns. It does not 
ee any special ts aioe one may dupli- 
my success. it ma a permanent 
pueckinl if desired. Exveptionaily clean, legiti- 
mate and honorable. oo medicine, picture, jew- 
elry or book scheme. « to manufacture 
and no canvassing. As the field islarge and prac 
tically unlimited, I wy f sell the complete details 
of this clever “idea” f ou_ can work it 











of Printers’ INK the cleverest thing of my ten 
ears’ experience in the mail-order business, con- 
dent that none but will be satisfied with the 
smal) investment. 

Read this indorsement from the Inland 
Printer a journal that exercises the strictest 
censorship over its advertising columns: 

i INLAND PRINTER, 
120-130 Sherman St., 
Adve. Dept. Chicago, Jan. 15, 1904. 
Mr. V. i, Rainbolt, Bloomfield, Ind.: 

DEAR StR—We have your letter of January 1%, 
inchouiag details of your proposition and remit- 
tance for your Feb. ad. The plan seems to us 
. and we will runthe ad. We 
return your deta 8, circular and the letter sent 
for our inspection. Yours truly, 

THE INLAND PRINTER (Harry H. Flinn, Sec.). 

If you want to take up something in which 
there is real money. here !s certainly a snap. Any 
one may work this “idea” without interference 
in cf way with present business, if desired. 
Here isa letter from one customer, and they all 


write the same: 
CHARLESTON, —~ Feb. 15, 1904. 
Mr. V. H. Rainbolt. Bloomfield, T 
DEAR StR—Details of “idea” ~ hand i © 
day. and I consider it a good one res wil = 
work at once. Verv truly =D. 
Fall details of this remarkable, Saalien a a 
ig success sent to any one upon receipt 
of 5. Positively = misrepresentation whatever. 
[have nothing else to sell you or anything of 
that sort and have no other narticul: rs 
V. H. RAINBOLT. P.O. Box 500, Bloomfield, Ind. 


INSTR: CTION oTION BY MAIL. 


Hemax NATURE TAUGHT thoroughly by 
mail or no pay. Mention P. I 

»les from Lessons free. SCHOOL ‘OF Y row JMAN 

NATURE, Athens, Georgia. 


— 
PUBLISHERS. 


TTENTION, COUNTRY NEWSPAPER MEN} 
Don’t dis ae of your Washington | 
press. Our self-inking and selt-feeding device 
does away withall the objectionable features; no 
blurring. perfect inking, doubles capac: ity and 
enables one person to operate press. Can be at- 
tached to any lever hand press or Adams hand 
cylinder press. Send us size of your pre-s. 
Agentswanted. For prices and further particu_ 
lars, address THE 1. & 1. MANUFACTURING CO., 
Swayzee, Indiana. 


ed 

ADVERTISEMENT CONSTRUCTORS, 

RED W. K ENNEDY, 39t 39th and Langley, Chi- 
cago, writes advertising your way—his way. 


ye FERRIS, his 
Advertising Ww tego Advi ser. 





mark, 





Pp en MAGNETIC ADVERTISING. 
G. M. CASE, 652 Macon St., 
Brook lyn, N. Y. 


DVERTISEMENTS and cuts. new daily. Re- 
i tailers and bankers should use the best, 
Moderate prices. ART LEAGUE, New York. 


nee ten years I've been writing business liter- 
ature for ey rs. What can 1 do ee for 
you? C. HOHN, 6008 G’tn Ave., Phila, P: 


OU can “3 25 short, catchy ceaiaene ads 
written in any line of trade for 25c. by 


writing to 
F. C. SMITH, Franklin, Pa. 


BADE winning booklets. catalogues, mailing 

ards, prospectuses, form letters, ete., writ- 

ten, filustreted, printed. Write (on letterhead) 

for free book let, “How We Help Advertisers.” 

No attention to postals. SNYDER & JOHNSON 
Cu., Klisworth Bldg., Chicago. 


LITTLE INFORMATION and $5 will bring 
you teneroesins copy for a Blotter, En- 
velope Slip or Mail Card. 

We'll also send po of Booklets and Fold- 
ers, for your order will show that you mean 
business. 

“1's our business bg increase oe. 
THE T. STAPLE! 
Writers of ‘<eauman I jaca, 
606 W itherspoon Bl Bidg., Phila. 


weAsty in January 1 prep prepared copy for some 
3-inch ads for a seed man in California. 
Here’s what he says, under date of March 28: “I 
have more than oa my hands full. My ads 
brought in something like 7,000 replies inside of 
a and, as a result, I was simply swamped. 
Orcers are nnin; come in. 

months will determine how successful I have 
been.” All of which leads me to slap myself on 
the chest gently. The chances are that I could 
help you to duplicate the seed man’s ex ee 
JED SCARBORO, 557a Halsey 8t., Brooklyn, N. Y. 


P PERFORMANCES_NOT PROMISES. 
Los ANGELES, Cal., Dec. 28, 1903. 
McCall Advertising & 0. .. St. Louis, Mo.: 
ntlemen—As the year draws to aclose _ 
cannot heip but look back with satisfaction u 








the excellent results which your able and in 
estin, ngly written ads have brought us. It gives us 
great pleasure to communicate this fact to you, 
and wishing you all the success that your abilit 
and attention so well deserve, we remain, wit 
the compliments of the season, 
ery truly yours, 

BRAUER & KROAN. 
¢ CLOTRING ADVERTISING. 

' T specially wr te and design Ads, Booklets, 
Folders. ar and exeente high-grade Printing for 
Clothiers, Haberdashers and Custom Tailors 
who have an interesting a i to tell about their 
goods, methods and product. If you are in this 

my + will prove decidedly inter- 
onting. I co-operate with my clients for hest re- 
sults—and this plan always terminates in largely 
increased sales. Write me for particulars. It's 
worth while. 
PA'T, VINSON, 
307 Myron Avenue, 
Pittsburg, Pa, 
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OTHING but original ideas frora this 
chicken; so let me scratch for you. 
W.D. FAULKNER, 183 Halsey St., Brooklyn, N. Y. 


™ a specialist in clean advertising— 
I Steam Laundries—Cleaning and Dycing— 
Carpet Cleaning—Towel Supply— 
and kindred lines. 
The specialist masters his subject—he knows 
onething well. 
WILLARD B. BOTTOME, 220 Broadway, N. Y. 


MAKE aspecialty of small CIRCULARS, 
I BOOKLETS and FOLDERS for inclosure with 
your regular correspondence. short, quickly 
read, pertinent things best capture the attention 
of the always busy class to whom you look for 
patronage. A few good cuts—if illustrations are 
necessary —a crisp, concise, interesting telling of 
your story, without any superfluous padding. 
may be s0 combined wit. 
type treatment as to be exceedingly profitable. 
Would you like to see samples of such work! If 
so, and your inquiry suggests possible business 
I will be leased to mail you quite alot. Po 
cards wlll not be noticed. 
No. 4. FRANCIS I. MAULE 402 Sansom St., Phila. 


INTERESTED IN 
BANK ADVERTISING! 

If, in the near future, you could secure many 
new depositors and other business in connection 
with gone bank sagen advertising prepared 
by VOORHEES & COMPANY, don’t you think 
it would pay you to employ them to write “Your 
Advertising”? We do. 

We write and design financial advertising in a 
very attractive manner—and in a way that 
brings perceptible results. 

Let us tell you more about it. 

Glad to send sample ads and booklets to Banks, 
Trust Companies, etc., if you use your letter- 


head in “a us. 
VOORHEES & COMPANY, 
Specialists in “Your Advertising,” 
Morton Building, New York City. 


© ADVERTISEMENT CONSTRUCTORS 
(Amateur and other). 
$0 FOR THE BEST ADVERTISEMENT. 
100 FOR THE SECOND BEST, 
$50 EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouraging amateur ad- 
vertixement constructors, as well as inviting the 
aid of the masters of the profession, the Ripans 
Chemical Company will, within the next twelve 
months, pay ten dollars each for fifty-two adver- 
tisements submit to them that they think 
good enough to be worth using, and pay from day 
to day as accepted, and at the end of a year—viz., 
December 2, 1904—will award and pay $500 in 
cash prizes for the six best and most effective 
advertisements that have been submitted. 


The advertisements of the Ripans Tabules 
have been before the public for twelve years. 


They were the first largely advertised propri- 
etary medicine ever sold in tablet form. 


They were the first remedy for dyspepsia ever 
successfully popularized through advertising. 


They are the only proprietary medicine sold in 
the drug stores at so low a price as five cents. 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a dyepeedlo remedy, bave 
been received at office of the Ripans Chemical 
Company in twelve months. 


A hundred million Ripans Tabules have been 
purchased at drug stores in the United States in 
asingle year. ae 

Kvery drug store in America sells Ripans 
Tabules, and can give names and addresses of 
persons who have been benefited by their use 

Interviews with such persons furnish the 
best material for effective advertisements of 
Ripans Tabules. Each case has what seems pe- 
culiar points, but when presented to the public in 
an advertisement appeals to thousands of others 
precisely like it who had thought themselves 
the only ones who suffered in that precise way. 
The remedy that cures or relieves one is a boon 
to every other person living under similar con- 
ditions. The advertising value of individual 
cases can hardly be overestimated. 


Address all communications to 
HAS. H. THAYER, PRESIDENT. 
THE KIPANS CHEMICAL COMPANY, 
No. 10 Spruce St., New York. 
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puis 1S NOT PSYCHOLOGY—IT IS PLAIN 
LOGIC. 

Ten or twenty years ago the traveling man 
held almost complete sway in the selling of 
manufactured products. 

The traveling man is just as useful now as 
ever he was—but it takes something more to-day 
than personal solicitation pure and simple to 
market goods quickly and effectively. 

Hustling ability, tact, patience and persever- 
ance in a traveling man count for a great deal 
more when reinforced by aggressive, educative 
advertising. 

The salesman gets over the ground a great 
deal quicker and clinches a larger percentage of 
sales when the house thoroughly clears the 
ground before he appears on the scene. 

He also does his work more cheerfully when 
he doesn’t have to stopand go over the common- 
place routine of explaining the points of his 
product in detail to every man he meets. 

In strongly competitive territory direct indi- 
viduai work through the mail (perhaps in con- 
nection with leading trade papers and other 
publications) as an aid to good salesmanship 
pays, and pays handsomely. 

In some lines of business, where margins of 
profits have been se reduced that they do not 
warrant the employment of a sufficiently large 
staff of salesmen to cover the ground thorough- 
ly, practically all of the salesmen’s work can be 
done through the mail at a fraction of the 
expense. 

Maybe the question of making the salesmen’s 
work more thorough and effective, or of drawing 
out direct orders by mail, is bothering you. 

If so, we want to hear from you. 

Our methods are ‘“‘practical’”—built on the 
foundation of actual experien:e. 

We can “deliver the goods.” 

Ask for the following booklets . 

“SELLING MORE GOODS,” 
“YOUR VOICE CANNOT REACH EVERY 
NOOK AND CORNER OF THE LAND,” 
“CLINCHING THE SALE.” 
(To proprietors and managers only who write on 
business stationery.) 

We plan and prepare all sorts of high-class 
advertising literature—from small, terse leaflets 
and booklets to elaborate catalogues. 

We put distinctiveness and selling force into 
these, that is wholly lacking in ordinary printed 
matter. 

EDMUND BARTLETT, 
Advertising Speciaiist, 
150 Nassau St., 
New York City 
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FROM HONOLULU. 
Honovutu, March 17, 1904. 
Editor of PrinTERS’ INK; 

We note that in the issue of Printers’ INK 
of February 10 you published a list of the 
advertising agencies, by States, of the United 
States, but fail to include in that list the 
Territory of Hawaii, which is as much a part 
of the United States as is your State of New 
York, the only difference being a State and a 
Territory. 

The writer has been in the general adver 
tising business in this Territory since 1899. 
when he established the Pioneer Advertising 
Co,, disposing of his interest in this company 
in June, rgor, and establishing the Hawaiian 
Advertising Co., at Hilo, Hawaii, and whose 
head offices have just recently been moved 
to Honolulu. 

Believing that Printers’ Ink did not omit 
this Territory from the list intentionally, | 
take the privilege of calling your attention 
to the omission, as we in this group of 
islands consider ourselves good American 
citizens, and only regret that we have not 
the right to vote on national issues, as many 
of us did prior to moving to Hawaii. 

Yours very truly, 
Hawaiian Advertising Co., 
Per C. L CLEMENT. 


— +> _ 
STATEMENTS ARE FURNISHED ANNU- 
ALLY 

Meripen, Conn,, April 5, 1904. 
Editor of PRINTERS’ INK : 

Dear S1r—I have read Mr. W. B. Hamb- 
lin’s investigation of newspaper conditions in 
Springfield and Worcester, Mass., and in 
Meriden, Conn., which appeared in this week’s 
Printers’ Ink, under the heading, ‘‘ About 
Three Cities,” with a great deal of interest. 
The article in question shows a careful analy- 
sis of conditions in the cities named, a very 
accurate and comprehensive summing up, and 
is very fair and impartial. On page 46, how- 
ever, there is evidently a “ slip’ which might 
be mi-leading to the uninitiated, as it would 
imply that the Record does not make state- 
ments to the American Newspaper Directory 
each year. As you know, such statements are 
furnished annually,and the Neco: dis included 
in Printers’ Ink Roll of Honor. 

Yours truly, 
RECORD AND REPUBLICAN. 
E, E. Smith, Manager. 


———~+o- 
OUR POST OFFICE. 
Post Office, New York, N.Y., 
Office of the Post Master, 
APRIL 6, 1904. 
Publisher of Printers’ Ink, 10 Spruce 

Street, New York, N.Y. 

Dear Str—Your letter of the sth instant, 
inclosing a marked copy of the April 6, 1904, 
issue of Printers’ Ink, has been received,and 
I beg to state that the name of the publisher is 
properly shown in the copy referred to. 

Proper attention will be given to your state- 
ment that no publisher’s name appears in the 
Sun, and the matter will be taken up with the 
publishers. Very respectfully, 

C. Van Cott, Postmaster, 

Per E. M. Morgan, Assistant Postmaster. 

Or 

Cepar telephone poles and railroad ties 
are intelligently treated in a booklet 
from the Maltby Lumber Co., Bay City, 
Mich., suggestions for testing being 


ziven for the information of those not 





‘amiliar with these materials. 





HIC SEPULTUS. 

Many a merchant is dead and doesn’t 
know it. His shop is his tomb and his 
sign is his epitaph. He lies mouldering 
in the grave of dry rot and old fogyism 
and a victorious army of fighters 
marches over him coolly and unpitying- 
ly, not dignifying him with even a 
sneer. He is simply forgotten, out of 
it, dead. The shop window looks un- 
tidy. The goods in it might be last 
year’s styles or those of the year be- 
tore. The interior is dingy and dusty, 
and pervading the whole place is an at- 
mosphere of stagnation and decay that 
is redolent of the graveyard. He doesn’t 
advertise, or, if he does, it’s with inward 
agony and outward groans. And the 
advertising—like the man behind it—is 
musty and dusty and as effective as a 
penny pistol against a_ steel turret. 
Though surly and crabbed on most sub- 
jects, Merchant Dead-To-The-World will 
descant glibly on “hard times.” It’s al- 
ways hard times with him. His stock 
moves at a snail’s pace, and the sales- 
men carry back reports that make the 
wholesalers mightily particular about 
giving him credit.—The Haberdasher. 

—_ + 

AmonG the general advertisers who 
have used the Atantic Coast Lists pa- 
pers, New York, for many years are 
Ayer, Douglas, St. Jacob’s Oil, German 
Kali Works, Piso’s, Youth’s Companion, 
Cascarets, Winchester Rifles, Union 
Metallic Cartridges and Chesebrough & 
Co. <A tasteful folder shows reproduc- 
‘ions of recent ads. 


Here’s how one of them did 


“DO GREAT GOOD” 


‘The publication of the recent article in 
THE SUNDAY SCHOOL TIMES 
concerning the Sunday School Revival 
seems destined to doa great deal of good, 
as I have had hundreds of applicants for 
the circular, in which the statement is 
made that they saw the article in 


Che Sanday Seed Canes 


These people all seem somewhat over- 
joyed at having seen so good a plan, and I 
think they will all put it to wo.k at once. 
Yesterday I had 34 such inquir.es.” 


We Shall Be Pleased To Hear From You. 2 
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THE RELIGIOUS PRESS ASSOCIATION, 








901-902 Witherspoon Bldg., Philad’a, Pa, 
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WAGE A 
PRICE WAR 
Cut the very heart and life out of 
one or two things and make up for it 
on something else. Very few people care 
to divide their groccry purchases among 
several stores, so that if you manage to 
catch a customer on a bait of this kind, 
the right kind of attention will secure 
her entire trade. Don’t make too much 
of a holler about your bargains, so as to 
siir up some careless competitor who 
will bring about a price war, just for 
the sake of beating you. Some men 
would rather do without any profit than 
lose a couple of customers, and such 
grocers are often foolish enough to en- 
ter into open competition with you as 
regards prices, and then it is serious 
busincss. Don’t hesitate to quote a price 
simply because you know your compe- 
titors are selling the article at the same 
figure. Remember that the general pub- 
lic are not informed as to the prevailing 
prices in all the different stores, and it 
you advertise to-day certain canned goods 


How TO BLOODLESS 


at ro cents a tin, how are they to know | 
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|that your competitors don't charge 11 


cents—or how would they know that the 
grocer in the next block only charged 9 
cents, if he didn’t happen to be adver- 
tising the same goods on the same day 
in the same medium?—W. Arthur 
Lydiatt, in New England Grocer. 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extrit for specified position—tf granted. 
Must be handed in one week in advance. 











WE ARE TIRED 
of writing letters soliciting advertisements, 
hence this announcement; if you want to 
reach the progressive grocers and general 
merchants of Texas and the Southwest, 
advertise in 


THE RETAIL MERCHANT, 
DALLAS, TEXAS. 
(Member Roll of Honor). 
























their business stationery. 


No. 33 Union Square, 


Our New Book, 
“Trade 4 Brands” 


Requests for this book from 160 manufacturers 
reached us in one day’s mail. 

All over the country the progressive manufacturers 
are awakening to the important fact that in order to 
hold their own—to say nothing of going forward—their 
goods must be trade-marked and advertised by brand. 

Every manufacturer who wants to get on the right 
track and stay there should read this book. 

It is free to all manufacturers who write for it on 


THE GEORGE ETHRIDGE COMPANY, 












New York City 
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DEFENDS ITS MERITS. 

PHILADELPHIA, March 28, 
Editor of Printers’ INK: 

have been reading with intercst, of 
late, the ad school controversy being 
carried on through and in your valuable 
paper and ask if you will sanction a few 
words from the “other side.” 

The various writers, doubtless, are 
correct to a certain extent, but I am 
inclined to believe they are a little too 
harsh. 

I know there is the idea in the re- 
cently “graduated” ad school student’s 
brain that he is worth considerably more 
than the average man is willing to bid 
for him. He has been told by the school 
to place a good valuation upon himself, 
and in doing so has ‘‘watered his stock,” 
to to speak; but do we not find the same 
show of arrogance in nearly all recently 
graduated college men? 

The ad school without doubt makes a 
mistake in advertising such high salaries, 
but no well-balanced, thoughtful person 
in taking up the course will give the 
salary end very much attention, for if 
they take up advertising merely because 
they believe there is “lots of money in 
it,” they will never find the pot of gold; 
nor is there any truth in the statement 
that every student can become a full- 
fledged, proficient or noted adwriter in 
six months. This would be impossible, for 
certain persons are cut out for certain 
vocations, and this is as sure to hold in 
advertising as in any other profession. 

Less than 10 per cent of the en- 
ineers, chemists and doctors graduated 
rom our coleges every year are heard 
from in after life—but can we condemn 
the college for their shortcomings? 
Most assuredly not; and as the ad 
school is in the same class, or will be 
in tLe future, when it has reached a 
firm foundation and is run upon a bust- 
ness basis, I am inclined to believe the 
judgment of the critics is a little biased. 

Others say that the course contains 
practically no useful knowledge. I can- 
not altogether agree with this; but as- 
suming that such is the case, that which 
it does teach prepares a footing for the 
more useful knowledge they will grasp 
later. It is said that 95 per cent of the 
school work we have at school and col- 
lege is absolutely worthless in later 
years, and that it will be forgotten—but 


1904. 


in that forgetting we are better able.to 
assimilate new and more _ important 
things. 


To my mind the ad school ts of value 
to a sane-minded, ambitious student, and 
if he is willing to work as hard after 
finishing the course, to learn that which 
has been omitted therefrom, as he did 
before the last lesson was reached he 
stands a fair chance to succeed. 

I have to plead guilty of being a 
nroduct of the ad school incubator. 
hatched out several vears ago and had 
mv own time in trying for a position. 
Price was not the consideration—it was 
the chance I wanted, but no one could 
be tempted to even try me. I then 
started for myself, but soon found I 
needed more knowledge in the printing 
line. Through the much appreciated en- 
deavor of a friend I procured a position 
as solicitor for one of the best, I be- 


lieve the best, printing houses in this 
city. Salary at the time of my employ- 
ment was forgotten by me, so anxious 
was I to get the information it was theirs 
to impart. A member of the firm could 
have had no greater privilege than I in 
the composing and press rooms; I passed 
all my own orders, and at the end of 
nine months I knew something about 
printing. I could talk about it know. 
ingly, tell the names and sizes of many 
faces of type and was far better able to 
cope with other advertising men. Then 
I took the management of the adver- 
tising in one of the largest monthly 
publications in Philadelphia, and later 
started for myself in the advertising 
literature line. 

I found that to say ‘ad school” was 
to sign your death warrant, but did not 
feel inclined to blame the school for 
that—men are prejudiced against all 
things which are somewhat different 
from the — they learned to know a 
certain branch, and the ad school is so 
new, we, as its pioneers, are forced to 
suffer thereby. 

I can positively say that the instruc- 
tions I received have been almost for- 
gotten, but those instructions acted as 
the moulder’s pattern—they made room 
for and prepared a way for more solid 
and commercially useful material. 

It is not my desire to defend the false 
promises and impossibilities stated by 
the ad school, but to defend its merits. 
The schools are not perfection—they are 
after the money, like all the rest of us; 
but as they brought me in touch with 
your paper, which I find invaluable, and 
started me in a field which I never wish 
to leave, but to have it broaden as time 
goes on, I cannot consider the money 
spent upon the course as wasted. 

The ad student who is too prone to 
consider that which he learns in the 
course all sufficient, and is too lazy or 
procrastinating, let us say, to read and 
study further, can never expect to make 
his mark—nor will he anywhere else— 
but if he will use common sense, if he 
has an ability for the work, or believes 
he has, he can soon discover the extent 
of his fitness and will later become of 
some importance at least. 

Yours very truly, 
T. VAUGHAN STAPLER. 
—_——<o>—___—_ 


WHAT THEY DO TO SELL RAZORS 
IN MICHIGAN. 

A hardware company in Michigan 
recently desired to increase their razor 
and razor supply trade, and secured the 
services of an expert razor sharpener 
and barber. The barber operated a chair 
in their window, while the razor 
sharpener operated immediately behind 
the window. They advertised that any 
man who would bring in his razor 
could have it sharpened free of charge. 
The barber in the window shaved all 
candidates who presented themselves. 
The result of this advertising was quite 
a boom for the razor business. They sold 
many razor strops, hones and other ac- 
cessories. They also made a most last- 
ing impression on the minds of the 
population of the town.—The Zenith, 
Marshall Wells Hardware Co., Duluth, 
Minn, 
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My Success in Teaching. 


HAT I have been wonderfully successful in teaching bright men and women the 
art of ad writing is probably unquestioned. That many of them are to-day 
earning large salaries is too well known to invite dispute. During the past 
two or three years I have practically pa my entire time to this great and 
important undertaking, with the result that to-day the Powell Correspondence 
System of Advertising Instruction is recognized by experts and publishers as the best. 

In a word, I have raised the standard of correspondence instruction to the highest 
point. I have made it possible, too, for the business man to become proficient in adver- 
tising his own business with greatly increased results—often three or four times his 
forr.er profit. This is just as important as the development of the ad writer who earns 
from $25 up. I shall tell the readers of PRINTERS’ Ink from week to week about the 
achievements of many students, and the two testimonials given below are mere hints of 
what is coming. 

Meantime ambitious people who want to earn more and business men who want to 
make more are invited to send for my elegant new Prospectus, the most interesting and 
explanatory ever published. Simply address me. 

GEORGE H. POWELL, 1261 TEMPLE COURT, NEW YORK. 





| 








Became Advertising [Manager When Half Through 
the Powell System 


GALESBURG, ILLs., March 1, 1904. 

My DEAR MR. PowELL: I am glad of the opportunity 
to express my estimate of the value of your Course, for 
it certa nly has opened up to me in a very graphic and 
thorou;h manner the great principles underlying the 
art of advertising. Ido not see how a series of iessons 
could be more comprehensive and illuminating than 
your splendid inductive course. You indulged in no 
side issues, but taught actual ad sorsteng from the very 
first lesson; and to such good purpose that when in No- 
vember. my course being scarcely more than half fin- 
ished, I was invited to the position of Advertising Man- 
ager with this company, the owners of the largest 
department store in Western Illinois, I felt entirely com- 
petent to take the place and have held it continuously 
since. That I could meet the exacting requirements of 
such a position, beginning as | did in the heavy holiday 
season, is due to the good, solid. practical training | got 
in your Course. To me your lessons were simply in- 
valuable. Very cordially yours, 

LEE 8. PRATT, 

1 Advertising Manager O. T. Johnson Co. 
1 Mr. Gzo. H. POWELL, 
i New York City. 















































Powell System Made His Store the Best in 
Southeastern Iowa 


Lone TREE, Iowa, March 2, 1904. 
My DEAR MR. PoWELL: It is with great pleasure that I 
write o. the many merits of your most excellent Course 
of Advertising instruction by mail. Being a partner in 
a general store, | can speak from experience. Coming 
to town total strangers, we barely got through tne first 
two years. Realizing that something had to be done, I 
sent for your prospectus and after carefully reading it 
was convinced that your Course was what I needed, so I 
enrolled, and soon began to put it to practical use in my 
work for the store, which brought results never dreamed 
of. Our business has now been brought to where we are 
considered the best store in Southeastern Iowa, size of 
town considered. I won a first prize in a shoe ad contest 
before my Course was half finished, and later took an- 
other first prize, besides a cash payment for an article on 
“ Best Way to Advertise a Retail Shoe Store, ” published 
in* Selz Shoe News.” Your personal letters and criti- 
cisms I have found to be the best, having sent my work 
to other men who are authorities on the subject, but 
none could compare with the “ Powell way.” 
Sincerely yours, 
ROBERT H. WILLIAMS. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send modef advertisements, ideas for window 
¢.ras or circulars, and any other suggestions for bettering this department. 








The Bennett Company, of Oma- 
ha, Neb., defends the trading st amp 
in the strenuous way that is so! 


characteristic of the West, using in) 
one case a space ten inches deep by | 
which to} 


_ four columns wide in 
challenge those who. attack the 
scheme to a wordy adwriting battle | 
that could be of little benefit to 
anybody but the newspaper pub- 
lishers. I dislike to reproduce the 
ad, because it is much too long and 
contains some arguments. which 
seem intended for children or those 
who are not strong mentally; but 


I do so with the purpose to be fair,! 


having given space in a previous 
issue to a very good trading stamp 
roast. 


Green Trading Stamp War. 





To the Retail Grocers’ Ass’n: 

Gentlemen: We give below seven rea- 
sons why Green Trading Stamps are) 
good for the people. 

We offer you this space to morrow at! 
our expense to give your reasons why 
Green Trading Stamps are not good for | 
the people. This space is yours to use 
if you will. Please furnish your copy, 
signed by the officers of your association, 
to the advertising department of this 





paper. Very respectfully, 
Tue Brnnett CoMPANy. 
WHY GREEN TRADING STAMPS 


ARE GOOD FOR THE PEOPLE. 
First—Because they earn interest on the 

money you spend. 

If it is worth while to earn a sma!l 
rate of interest on the money you save, 
surely it is worth much more to earn a| 
larger rate of interest on the money you 
spend. 


The man who earns and spends $500 


or $600 per year can buy as much with 

his money and still get five or six useful, 

pretty premiums during the year without 

a cent of cost if he collects GREE 

TRADING STAMPS. 

Second—Wholresale dealers gladly give 
discount to retailers for cash in ten 
days. 

Surely the retailer can much better 
afford to give the buyer who pays cash 
a discount that he cannot afford to give 
to the man who says “charge it. 
GREEN TRADING STAMPS are a 
modern form of cash discount. 

Mr. Business Man, you are proud of 
the cash discounts you get. Encourage 
your wife and househo'd to follow this 


oon. Encourage your help to look after 
heir own cash discount, as well as yours, 
Third, Green Trading Stamps enable the 
family of limited means to secure 
handsome premiums which they could 
not otherwise get without serious out- 
lay of money, and the premium they 
have in mind at start is theirs at finish. 
Fourth—-Because Green Trading Stamps 
are not the monopoly of one store, but 
are given in all kinds of business, 
| supplying the consumer, thus enabling 
| the consumer to secure his cash dis- 
count on everything he buys. 
Fifth—Green Trading Stamps, being in- 
tended to encourage cash purchases, 
elevate modern merchandising and 
eliminate the pernicious credit system, 
and thus become an immense advan- 
tage for both the retailer and his cus- 
tomer. 
Sixth—Because the system has been 
tested and tried by the greatest stores 
| in the largest cities throughout the 
| world and found to be good. 
| Seventh—Because Green Trading Stamps 
| are here to stay. 


WATCH ABOVE 
ORROV 


SPACE TO- 
N. 





Reducing the whole proposition 
| to its lowest terms, the idea seems 
to be that the trading stamp is a 
sort of discount intended to en- 
courage cash purchases and, of 
course, to increase the turn-over 
| o1 the stores that distribute them. 

‘O reason is given why a cash 
| discount should not be given the 
|customer at the time the purchase 
|is made, instead of forcing her to 
| wait until she has accumulated a 
| certain number of stamps; and no 
| excuse is offered for withholding 
the benefits of this “cash discount” 
|from those who get less than a 
| specified number of stamps. Na- 
turally, the trading stamp concerns 
lave to be paid for their stamps; 
they, too, are merchandising and 
must realize a profit on the stuff 
that they so generously “give 
away.” It is a pretty safe bet that 
the customer has to pay for the 
stamps, directly or indirectly, just 
|as she pays for rent, heat, light, 
| clerk-hire and other expenses; and 
'the possible increase in business 
through the distribution of the 
stamps will scarcely justify a mer- 
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chant in giving up his profits as 
fast as he appears to when he of- 
fers to give two dollars in stamps 
with each dollar purchase. The 
merchant is only human and he 
can hardly forget, when marking 
goods or cutting prices, that for 
every dollar’s worth of stamps he 
distributes he must give the trad- 
ing stamp people so many cents of 
his profits. If prices were cut or 
cash discounts given equaling the 
cost of the stamps, and the money 
thus saved by the purchaser applied 
to the purchase of such articles as 
the stamp concerns use for the re- 
demption of stamps, the customer 
could buy everything that she can 
get through the stamps and have 
some cash to spare. That is the 
way it looks from across the street. 
Of course the answer to that is, 
that because so many different lines 
of business give stamps, the cus- 
tomer can rapidly accumulate 
enough of them to get anything, 
from a tin bread-tray to a grand 
piano, and therein lies the whole 
strength of the scheme. However, 
if the stores that do not give trad- 
ing stamps would give their equi- 
valent or more in cash discounts 
or lower prices, as they easily 
might, such stores could beat the 
stamp-distributing merchants on 
prices right along and the customer 
could get a direct and positive 
benefit. Just now, while the pur- 
chasing public is stamp mad and 
will have stamps, it may be policy 
to fall in with the crowd and give 
them what they want. That is a 
auestion that every merchant must 
settle for himself. I know that the 
trading stamp increases cash pur- 
chases, and I know, too, that the 
merchant has to hand out bushels 
of them on cash trade that he 
would get without them. 


Good Start for an Interesting Price List. 


All the Tackle for 
Trout 


In a week you may _ go 
whipping the streams in Jer- 
sey; on April 15th in Penn- 
sylvania. Meantime fisher- 
men will need to overhaul 
their tackle—and whatever 
you haven’t we can supply. 

JOHN WANAMAKER, 


Philade!nhia, Pa. 
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Mr. Oliver Sheppard, of Penn 
Yan, N. Y., sends a batch of ads 
which show his ability to make 
very good use of a small space and 
to get along without superlatives. 
Here are two of them: 





Satisfactory 
Smokes. 


° I take pleasure in making 
the “A—1” as good a cigar 
as can be bought anywhere 
for 5 cents. 

My customers take equal 
pleasure in the smoking of 
them. They know they’re 
not ne on hemp or 
brown pape 
JOHN BIRMINGHAM, Mfr 

Penn Yan, N. Y. 











| Why be Roasted ? 


| Don’t ou dread_ the 
| thought of bending over a 
red-hot kitchen range this 
summer? 

How much pleasanter it is 
to possess a cool and com- 
pact gas stove, one that does 
all the work of a range 
without the intense heat or 
waste of space. 

Ask your husband to come 
| with you and inspect the De- 
troit Jewel on exhibition at 
our show-rooms, corner of 
Main and Seneca streets. 

We shall be glad to dem- 
onstrate its practical  effi- 
ciency. 

PENN YAN sae LIGHT 
COMPANY 
Penn a M.. Ye 











Good, but prices would have bettered it. 





! 
| Buster Brown. 


This popular new style for 
boys 3 to 6 years is here in 
great variety of fabrics and 
prices—but ours are different 
than you will see elsewhere 
—a natty turn-down cloth 
collar under the regulation 
white linen one—so the suit 
may be worn either way and 
be quite correct and sightly. | 
Our patrons are critical, and | 
they notice these little points. 
| Send for our new _ spring 
| catalogue. 

H. B. STEVENS & CO. 
—Limited— 
Clothiers and Furnishers, 
710-712 Canal Street, 
New Orleans. 
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The Subscription List 





















Of an established publication is not built 
up in a day, or a week, or a month, 
but in Years. H 

Rome was not built in a day. 

Napoleon was a lieutenant of artillery be- ‘ 
fore he was an Emperor. ] 

It takes years to build cities, to develop 
men, to build a business success on a 
substantial foundation. 

For THIRTY YEARS we have been building 
up the subscription list of 


The Vickery & Hill List 


The American Woman 

















and Good Stories -- 








To-day it leads all other publications in having 


The Largest Paid-in-Advance 
Circulation in the World 


If there was not real merit in our publica- 
tions they would have died years ago, 
Time has proved them. And the hun- 
dreds of thousands of subscribers who 
renew their subscriptions year after 
year form an army of enthusiastic and 
loyal friends and supporters on which 
we rely. 


SAMPLE COPIES AND RATES ON REQUEST 


The Vickery & Hill Publishing Company 


AUGUSTA, [AINE 
c. D. COLMAN E. H. BROWN 
Flat Iron Building, New York Boyce Building, Chicago 








Sworn Statement of Circulation on file with Geo. P. Rowell & Co. 
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ess, postage paid, on receipt of price, 
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Colds, hay fever, wet feet, asthmatic attacks, 
stormy days, each has served to bring the ten- 
dency into unpleasing prominence. His remedies 
have been care against exposure, expectorants 
and garglex, especially the latter. Three years 
ago he was led to experiment with the little- 








es, The inventor or discoverer of this in- 


haler is a man of nearly seventy years. In his 
twentieth year,nearly fifty years ago, he suffered 
from a diptheritic sore throat and has never 
since been wholly free from annoyances sug- 


known substances that are the basis of the re 
newing fluid of the Blue Glass Inhaler and was 
a at the relief he experienced A single 
application of the Inhaler, used through the 
mouth, was generally effective for a day, and re- 
peated applications on occasion, more and more 
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find it equally so. 





has been very helpful to me and I bel 












(TEAR OUT SIGN AND HAND TO A PROSPECTIVE SUBSCRIBER) 
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remote, practically banished the complaint would not for a thousand dolla 
which, if it now shows any tendency to noice Inhaler and the small bottle of t art with bie 
80 









that the patient enjoys a freedom from throa‘ 
trouble such as he had not previously known in KIPANS CHEMICAL COMPANY, No. 10 Spruce 
more than forty years. He ix heard mon ng 4 Street, New York. 

to as ert that, could he not obtain anot 


ly to a single treatment fluid that suffices to revive its powers after 
mouths’ usage. Address the manufacturers, THE 


er, he 










FOUR WEEKS’ TRIAL TRIP 





PRINTERS’ IN K THE LITTLE SCHOOLMASTER 
IN THE ART OF ADVERTISING 

“Some men pay $10,000 for an expert to manage their 
advertising. There are others who pay $5.00 for an annual 
subscription to PRINTERS’ INK and learn what all adver- 
tisers are thinking about. But even these are not the ex- 


tremes reached. There are men who lose over $100,000 a 
year by doing neither one.” 


Publisher Printers’ Ink, 


10 Spruce Street, 
New York. 


Please send me Printers’ Ink 
for four weeks, for which I inclose 
10 cents,.as I wish to examine the 
paper with a view of becoming a 


regular subscriber. 


Name 





Address. 
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‘DECREE OF FATE 
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Office of WILBUk M. WAITE & Co., 
SPRINGFIELD, MAss., March 31, 1904. 
Printers Ink Jonson, New York, N. Y. 


DEAR SIR: 

Find enclosed our check for $1.15, for which please send 
one pound tube of the Photo Brown ink of which you wrote in 
answer to our letter. Perhaps it will interest you to know that 
years ago, when the writer was a small boy, your advertising in 
PRINTERS’ INK was always looked for as soon as the paper came, 
and at that time the thought that I should ever be anything but 
a Methodist preacher was foreign. But now a humble user of 
printers’ ink instead of Carter’s, my mind naturally returns to 
those convincing ads which had me convinced from the start, 
and now you have a return from money spent years ago. 

Yours most faithfully, 
WILBUR M. WAITE. 


It seems strange that fate decrees a man’s voca- 
tion, as it never dawned on me that some day | 
would be selling inks for a living. I had occasion 
to visit one of the old line ink companies regularly 
and happened to get an insight into their business 
methods. I was rather surprised at the numerous 
bad debts contracted, and it dawned on me that if 
I could sell inks low enough and demand cash with 
order, ! could build up a large trade. Nothing ven- 
tured, nothing gained; so | started at it, and al- 
though my progress was slow at first my persistence 
won out and if! don’t fill from forty to fifty orders 
a day, | feel as if business is very slow. Last month 
I filled 1,021 orders coming from every part of this 
country and including one from Wanganui, New 
Zealand. When my inks are not found up to the 
standard, | immediately refund the money ard re- 
imburse the purchaser for the express charges. Send 
for my new book of prices containing useful hints 
for the pressroom. 


ADDRESS 
PRINTERS INK JONSON 


17 Spruce Street New: York 
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Advertising Agencies. 


Advertisements under this er thishead, two lines 
without i dieplay, ' 0 cents a 


ines or more 
line. Must be 
n one week in advance. 


han 
ALABAMA. 
AA qan fa hh Spey) CO., Mobile, Alabama, 
ting and Outdoor Advertising. 
CALIFORNIA. 
Ones nal 09, a. 
C nia. Esta! luce, advertising an 


wean. nowgagert trad eting plans. Deport. 


C COAST ADVERTISING, 2c. copy; $2 year. 


CALIFORNIA— PACIFIC COAST. 

BARNHART = SWASEY, 107 New Mont- 
pney St., San Francisco— agency west 
of Chicago; occupy nee te ft.; pape Ag ool 
manage all or any part o adve: 
baign; can save advertisers nanan ju- 
diciously for oe cage billboards, wall signs. 
street cars,distributing,etc. Can piace goods with 
wholesalers and retailers. Know wing Coast condi- 
tions, we can place your ad vertis’g without waste. 


DISTRICT OF COLUMBIA. 


4 _~ bp —y Want oe in 15 joo dailies. 
”» for listsand prices. L. P. DARRELL 
ADVERTISING AGENC . Star Bidg. "Wark D.C. 


GEORGIA. 


se E oldest advertising Lyd in my South: 
1 campaigns planned to suit the 
. conditions in tie Routh. We are on 
ihe ground and have a sad and ¢ _ 
enced force in every department. Write 
booklet, ete. THE ASSENGALE ADVERTIS. 
ING AGENCY CO., Atlanta, ¢ 


ILLINOIS. 
| hl you want to push your business, let us put 
our shoulder to the wheel. We obtained our 
knowledge of advertising in the University of 
Practical Experience—the best schoolin the 
wor” 


-LARSH ADVERTISING AGENCY, 
New York Life Bldg., Chicago. 


KENTUCKY. 
M.CALDWELL Adv. Ag’cy, Louisville, plans, 
e prepares, places adv’ng; newpapers, mags. 


MARYLAND. 


ELBOUREE ADYRETHING AGENCY, er 
more . New r, ine, 
outdoor advertising egy a, placed 

Don’t spend $1in Md. before getting our e ~=~q 


NEW YORE. 
QO’CgEman AGENCY, 220 Broadway, N. Y. 
Medica! journal advertising exclusively. 


EO. P. ROWELL & CO., 10 Spruce sy New 
York. have representatives callii 
and retail 


ICKS NEWSPAPER 
ADVERTISING AGENCY. 


u Street, New rok, 
WILLIAM HICKS. FRED G SEL. 
One of the agencies in the tise’ pu bitched by 
PRINTERS’ INK as “ thoroughly reliable.” Thirty- 
five years’ business experience at the service of 
advertisers who desire to use the leading news- 
papers and 


ORTH AMERICAN ne CO., the 


only co-operative ve. agenc 
existence. Piaces advertising in ail cineses of 

mediums. Affiliated with the American 
Foreign Trading Co.. which handles American 
abroad and foreign goods in the home 
market. Communications from manufacturers 


desirin; Jaeyes outpe ut ested. F. L. Perine, 
ont, . ey, vice provident; F. James 


ibson secretary. Bextor C4 treasurer, 
100 William ., New York. 


Gide. ADVERTSING AGENCY, 719 St. James 
N. Y., New: jodical 


jewspaper, Per: and 
door yas Large or emall contracts ac. 


cepted. Consult H before placing your advertis’g, 
OHIO. 
a E. RUNEY, Runey Bldg. 


. Magazine, Outen 
pe LY Printing: Désigns, Wri 


PENNSYLVANIA. 
T N ORNBERGER, 
acetal wins ERTISING AGENTS, 


s Santen Bidg. 


prices on ae we ar ad- 
vertisi booklets, mail cards or folders; to 
give bu ness counsel, and to ae with advertis- 
ers who want increased returns 


HE H. 1. IRELAND ADVERTISING AGENCY, 
Established 1890), 
works with as well as 


‘or clients. 
a ond pl vertising in newspazers 
an 


Creates mail-seriee of folders and cards to 


mae the trade. 
925 Chestnut Street, Philadelphia, Pa. 


RHODE ISLAND, 
F. OSTBY AGENCY, Providence—Bright, 
e catchy “ad ideas, ” magazine, news- 
paper adv. es. tien 
CANADA. 


Fors $4.50 we insert 25 words, classified. once in 
best 18 —— of 15 largest Canadian cities; 
cash with order, 


3 insertions, Sena 
D 3 ADV. AGENCY, Ltd., Montreal. 


ESBA LA’ 


A DREAM. 

Last night I dreamed of a land so fair, 
Where the rivers were Pilsner beer; 
Where fountains of rickeys shot up in 

the air, 
And everything else was queer. 


Wide brooks of gin fizzes on every hand, 
Great lakes of cold Rhine wine, 
And pumps spouting cocktails to beat 
the ban 
For the thirsty ones standing in line. 


Creme de Menthe swamps of a beautiful 


green, 
With islands of fine cracked ice. 
Such a sight I never before had seen. 
Ah! but that dream was nice. 


Mint juleps in puddles filled the streets, 
The gutters were flowing with booze, 

In which tired hoboes soaked their feet 
While enjoying a heavenly snooze. 


Chempeans flowed from fire plugs 
ubbly streams with a hiss, 
And street cleaners drank it from deep 
stone jugs— 
Ah! such a dream of bliss. 


High balls galore rolled about on the 
ground, 
And were chased by a thirsty crowd, 
While the paralyzed grafters hanging 
round, 
In drunken glee shouted aloud. 


Oh! this bibulous dream was a happy 
dream, 
The result of an all-night bat, 
Where the wet things flowed in a beauti- 
ful stream, 
When they carried me home on a slat. 
te 
THe latest time card of the Great 
Northern Railway, sent out from St. 
Paul, makes a feature of the “Gopher 
State Express,” —— between Min- 
neapolis and Dulut 





